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ABSTRACT 
 
 The objectives of the research are (1) to identify the types of linguistic 
features employed in Durex advertisements, (2) to describe the advertising contexts 
of Durex advertisements, and (3) to reveal the communicative functions of Durex 
advertisements. 
 This research employed discourse analysis as the approach of analysis. It 
was conducted by using a combination of qualitative and quantitative method. The 
data of this research were taken from Durex advertisements. The data were in the 
form of words, phrases, clauses, and sentences. The contexts of the data were the 
texts of Durex advertisements. The technique of data analysis was content analysis. 
Triangulation was used to establish the reliability of data and to ensure the findings. 
Hence, it can enhance trustworthiness. 
The results of this research are explained as follows. First, there are eight 
types of linguistic features employed in Durex advertisements. Ellipsis is the most 
often occurring type. Durex wants to provide the information of their products 
briefly. Moreover, ellipsis makes the sentence short and concise. Second, the eight 
categories of advertising contexts can be identified in Durex advertisements. It 
implies that contexts take an important role in advertising. The contexts of 
advertising determine the way audience perceive the intended messages of the 
advertisements. In addition, it helps audience to interpret the meaning of the 
advertisements. Third, Durex advertisements fulfill four general communicative 
functions of advertisement. It indicates that all forms of advertising deliver 
messages to consumers. Advertising allows people to know the new product, to 
make impression on consumer’s mind, to maintain positive attitudes toward the 
brand, to form a strong motivation to take an action, and to establish a strong brand 
loyalty for repeated purchases. 
 
Keywords: communicative function of advertisement, Durex 
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CHAPTER I 
INTRODUCTION 
 
A. Background of the Research 
  Language considers as an important part of what defines humans as human. 
Bloomer et al. (2005) define language as an abstract system underlying linguistic 
behavior of a community. It is based on conventions for the use of sounds or signs. 
The function of language refers to the purposes in which people use language to 
communicate. They use language for a variety of formal and informal purposes. 
Also, specific grammatical structures and vocabulary are often used with each 
language function. It means that through language people could give ideas, express 
feeling, convey information, ask something, and even persuade others. 
  One of the functions of language is to persuade. According to Simons (2001: 
7)  
Persuasion is typically defined as human communication that is designed to 
influence others by modifying their beliefs, values, or attitudes. In other 
words, persuasion is a form of attempted influence in the sense that it seeks to 
alter the way others think, feel, or act but it differs from other forms of 
influence. 
 
Advertising is one of the most prevalent forms of persuasion in contemporary 
American society and around the world (Simons, 2001: 275). In creative 
advertising, the advertiser knows that customers cannot be forced to buy. They 
must be led to a favorable buying decision by the advertiser’s imaginative 
presentation of product’s merits. Therefore, successful advertisers encourage 
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customer to participate in the sale process. They suggest and allow favorable 
courses of action for their customer to exercise complete freedom of choice. In this 
way, customers are motivated to make favorable buying decisions. 
A successful advertising requires effective communication. Advertisers have 
to tell it well to sell it well. It means that the choice of language is important in 
advertising. If the advertisers do not know the language of their consumers, the 
advertisements that they produce will not reach them. In other words, the 
advertisements fail in communicating the messages and the images to their 
consumers.  
Advertising comprises a key component of media. Condoms are one of the 
most discussed products of the late 20
th
 and early 21
st
 century (Sofalvi, 2008). 
Since the National Association of Broadcasters repealed its ban on the broadcast of 
contraceptive advertisements in 1982, the major networks are reluctant to accept 
condom advertisements because of the sensitive nature of the product. On the 
contrary, those who support contraceptive advertisements think that this kind of 
advertisement is important. It is proved by the increasing of number of sexually 
transmitted infection. They further argue that such messages can be done in good 
taste and at appropriate times. Therefore, the few groups would not be offended. 
This issue raises difficult question that will not be easily resolved.   
The researcher is interested in Durex advertisements. Smale (2010) says 
Durex brand has been on the forefront of condom technology and has consistently 
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made huge strides in safer sex products and technologies for over 80 years. Durex 
claims that its products have the best quality of condom but not the cheapest. Durex 
chooses the best material for their products. The products have been tested 
electronically to guarantee the quality of the products. The products are also 
dermatological tested. Durex has twelve variants of condoms. The condoms are 
designed not only for protection. The condom is also designed to excite and to 
enhance the pleasure of intercourse. Thus, Durex succeeds in marketing its 
products to people all around the world. This success is also influenced by the use 
of mass media to spread the existence of its products. 
According to Herron (2011), Durex has set a total proposed budget of 
$6.113.903 to advertise their product. It proves that advertising is intentionally 
produced not only to increase sale, but also proclaim such propaganda. Advertising 
is designed to influence attitudes and lifestyle behaviors. It covertly suggests 
people the way they can best satisfy their innermost urges and aspirations. Thus, 
advertising is more than kind of communication.  
Considering Durex’s success in marketing its products, the researcher 
conducts an analysis of the advertising language which is used by Durex 
advertisements. As there are many topics which discuss the advertising language, 
the researcher narrows the advertising language into linguistic features and context 
of the Durex advertisements to interpret the communicative functions of Durex 
advertisements. 
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B. Focus of the Research 
  Advertisement is a persuasive communication about products, services, and 
ideas. People are surrounded by advertising messages every waking moment. 
Sometimes, they do not realize that advertisements have powerful impact on their 
life. In addition, advertisements are able to influence them to do or to be what the 
advertisements want. 
  Unfortunately, sometimes people are neglecting that they have been 
persuaded and influenced by advertisements. Usually, advertisements do not 
explicitly convey what they want. The advertisers disguise their implicit power 
through the use of language in the advertisements. The way advertisement gives a 
contribution to society’s life could be considered as a language phenomenon. It is 
more complex than just simplified messages which promote product or service. 
  Durex becomes the well-established brand mostly used by people because 
of 80 years experience of manufacturing condoms. Durex fulfils the promises in its 
advertisements in such a dramatic fashion. Nonetheless, there are several problems 
rising related to advertisements. The consumers commonly do not know the 
creative process of producing advertisements. Several problems deal with the 
verbal element can be identified. The first is related to the words employed in 
advertising language. The language used in advertising is very different when it is 
compared with any others spoken or written text. The advertisers must pay full 
attention to everything that will be written or spoken in advertisements. Hence, the 
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researcher is curious to identify the types of linguistic features employed in the 
Durex advertisements. 
  The next problem may deal with the non-verbal element namely, context of 
advertising discourse. By analyzing the context of advertising discourse, the 
meaning of certain sign and symbol could be revealed. Moreover, people could 
understand the social role and culture employed in advertisements. Thus, it is 
important to describe the context underlying in the Durex advertisements. 
  Furthermore, the other problem deals with the communicative functions of 
advertisement. It is crucial to know the intention of advertisements. Either it wants 
to promote product or to convince their ideology. Therefore, it is worthy to reveal 
the communicative function of Durex advertisements. 
  In reference to the identification of the problem above, the researchers 
formulates the observed problem as presented below. 
1. What are the types of linguistic features employed by Durex 
advertisements? 
2. What are the advertising contexts of Durex advertisements? 
3. What are the communicative functions of Durex advertisements? 
  Discourse analysis appears as the appropriate approach to reveal the 
communicative functions behind the use of those linguistic features and the 
contexts employed in the Durex advertisements. It is vital that readers go beyond 
the surface level of an advertisement to analyze its implied messages. The 
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ambiguous and hidden messages conveyed by the manufacturers are not always 
easy to digest, no matter how active audiences are. 
C. Objectives of the Study 
  With reference to the research problems, the objectives of the research are: 
1. to identify the types of linguistic features employed in the Durex 
advertisements, 
2. to describe the advertising contexts underlying in the Durex advertisements, 
and 
3. to reveal the communicative functions of Durex advertisements. 
D. Significance of the Study 
   Based on the background and the objectives, this research is expected to 
provide theoretical and practical significance. Theoretically this research is 
expected to enrich and give additional information in the field of discourse 
analysis. It is important for people to go beyond the language phenomenon under 
the scope of discourse analysis. Discourse analysis not only provides description 
and interpretation of discourse in context, but also explanation on how and why 
discourse works. These interpretation and explanation are dynamic and open. They 
may be affected by new readings and new contextual information. 
  Practically, this research is expected to give benefits to the readers and 
English Language and Literature students. For the readers who are interested in 
advertising, this research could give additional information on how and why 
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language becomes one of the important elements in advertisements. The researcher 
hopes that the readers can raise their awareness of wise buying decision, because 
the decision to buy some product is not only based on its advertisements. 
  Furthermore, for student of English Language and literature, this research is 
expected to give some contribution to discourse analysis field. Besides, this 
research is also expected to give an alternative idea and additional reference in 
conducting a similar research with different subject.  
E. Operational Definitions 
1. Discourse Analysis 
  Discourse analysis concerns with the study of the relationship between 
language and the contexts in which it used. It studies language in use: written texts 
of all kinds, and spoken data, from conversation to highly institutionalized forms of 
talk (McCarthy, 1991: 5). 
2. Advertising Contexts 
  Guy Cook (2001: 5) argues that advertising is a discourse itself constituting 
the meaning of both text (the ad itself) and the context in which people are 
responding to the advertisement. Context is a background knowledge which is 
assumed to be shared by a speaker and a hearer.  Furthermore, the advertising 
contexts include substances, music and pictures, paralanguage, situation, co-text, 
inter-text, participants, and function.  
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3. Linguistic Feature 
Linguistic feature is the distinctive expression in the language and the 
explanation of its purpose and effect (Myers, 1994: 119). 
4. Advertising 
  Bovee and Arens (1986: 5) state that “advertising is the non-personal 
communication of information usually paid for and usually persuasive in nature 
about products, services, and ideas by identified sponsors through the various 
media”. 
5. Durex 
Durex was established in 1915 by LA Jackson. Durex represents Durability, 
Reliability, and Excellence. In 1991 Durex brand has been owned by the UK based 
multinational namely SSL International. It was formed through a merger of Seton 
Scholl Healthcare and the London International Group. However, this company has 
been sold to Reckitt Benckiser in July 2010 (Smale, 2010). 
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CHAPTER II 
LITERATURE REVIEW 
A. Literature Review 
1. Discourse Analysis 
Discourse analysis is one of the linguistics branches focusing on how 
people use language in texts and contexts. Brown and Yule (1983: 1) simply define 
discourse analysis as the analysis of language in use. The discourse analyst is 
committed to an investigation of what language is used for. Discourse analysis has 
grown into a wide-ranging and heterogeneous school which finds its units in the 
description of language above sentence. It also has an interest in the contexts and 
cultural influences which affect language in use. Thus, discourse analysis is 
fundamentally deal with the relationship between language and the contexts of its 
use. 
Furthermore, Cook (1992: 1) states that discourse analysis views language 
and context holistically. Although the main focus of discourse analysis is on 
language, it is not deal with language alone. It also examines the contexts of 
communication. Cook (1992: 2) views advertising as a type of discourse. The study 
of advertising needs to consider the analysis of text in relation to its context. 
Discourse in the sense of advertising is text and context together. They interact in a 
way which is perceived as meaningful and unified by the participants. 
Advertisement relies on the relation between text and context. One cannot survive 
without the other. The receiver senses this relationship and decodes the messages 
10 
 
 
 
accordingly. The advertising contexts determine the way audience perceive the 
message.  
In relation to discourse analysis, advertising language serves as a text in 
discourse. As Cook states (1992: 4), text is used to mean linguistic forms. 
Meanwhile, context includes different elements such as substance, music, pictures, 
paralanguage, situation, co-text, inter-text, participants, and function. The 
information provided by the text must be related to the discourse as a whole. 
Further, advertising has typically a persuasive function although this may not be its 
only function. Cook explains that advertisement can also aim at informing, 
warning, worrying, pleading or seeking support. 
In addition, Fairclough (1994: 198) defines discourse of advertising as a 
strategy because it is oriented to instrumental goals. The discourse of advertising is 
characterized by two main communicative elements. They are information and 
persuasion. Both functions are necessary for advertisement to be effective. Yet, 
most studies show that persuasion is the ultimate purpose of advertising. Then, 
informative function is the secondary purpose. 
In conclusion, discourse analysis is a discipline study for investigating the 
relationship between language and context in which it is used. Therefore, the 
researcher conducts discourse analysis study of Durex advertisements since 
advertising can be seen as a type of discourse. 
 
11 
 
 
 
2. Textual Analysis of Advertising 
a. The Types of Linguistic Features of Advertising Language 
An advertisement has its own particular language style. The language style 
of advertisement deals with the linguistic features. Linguistic feature is the 
distinctive expression in the language and the explanation of its purpose and effect 
(Myers, 1994: 119). Myers (1994) in his Words in Ads divides the linguistic 
features of advertising text into several parts. They are presented below. 
1) Repetition 
The basic move in many advertising texts is to build up a pattern of 
similarity. Repetition has an important role in advertising language. It commonly 
found in jingles, slogans, and headlines. Repetition is used to draw the audience’s 
attention. It provides emphasis on a particular point of text.  Moreover, it is used to 
link two or more words and ideas in a given context. It creates musical effect in the 
text which enhancing the pleasure of reading and hearing. Thus, repetition is a 
figure of speech which helpful in attracting and enhancing sales. There are three 
types of repetition, namely alliteration, assonance, and rhyme (Myers, 1994: 20). 
Each is explained below. 
a) Alliteration 
Alliteration is formed by repeating the initial consonant of a word (Myers, 
1994: 21). The example of alliteration is presented below. 
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Fun-tastic Beauty Of Fanbo Fantastic 
/f/   /f/ /f/ 
(Fanbo. Go Girls, March) 
 
Alliteration is used in advertising language in order to emphasis a phrase 
or group of words. Alliteration not only portrays sound and engages a person’s 
auditory sense. Also, it stresses words to provide mood and greater insight to an 
advertiser’s words. One way in which alliteration does this is through the visual 
look of the words. A group of words started with the same letter is noticeable. It 
stands out against the rest of the text. In addition, it will be quickly noticed as the 
audience reads the phrase.  
Alliteration allows the advertiser to place important ideas and messages in 
strategic position throughout the writing. It makes the audience focus on those 
particular words. It allows them remain in audience’s memory for a long time. 
Furthermore, alliteration is used to emphasis or to make sentences more pleasing 
to ear, catchy, and memorable.  Thus, alliteration can be considered as powerful 
tool which help customers remember a certain company and its product.  
b) Assonance 
Assonance is formed by repeating the vowel sounds. The effect of 
assonance is more subtle (Myers, 1994: 21). The example of assonance realized in 
an advertisement is presented below. 
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Let  The Seat Set you Free 
/let/   /si:t/ /set/  /fri:/ 
(Roxy. High End Teen, April) 
In brief, the use of assonance gives certain effect to the audience. The effect 
is more subtle. It because of consonant sound tends to be stronger than the vowel 
sound. Assonance can emphasize a topic. It also makes sentence catchier and easier 
to learn. It is useful in advertising as it sticks in the audience’s mind. Assonance 
creates internal rhyme. Furthermore, assonance is a method of achieving emphasis 
and coherence in a short of text.  
c) Rhyme 
Rhyme is formed by the repetition of ending sounds.  It is the similarity of 
all the last sounds of two words. Rhyme refers to its sound, not spelling (Myers, 
1994: 22). The example of rhyme is shown below. 
Be Cool With Free V-Kool 
/bi:/ /ku:l/  /fri:/ /vi:/-/ku:l/ 
 
(Nissan Juke. High End Teen, April ) 
In brief, rhyme makes sentence appear more striking. It also makes easier to 
remember as it resonates in one’s mind. It makes some aspects of the text work 
more memorable. It also conveys a sense of harmony and beauty to audience. 
Moreover, it emphasizes and reinforces meaning containing in the words. 
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2) Sentence Types 
The basic way of classifying sentences is to look at the way they function. 
The functions can be divided into four types. They are statement, command, 
exclamation, and question (Myers, 1994: 29). Each is explained below. 
a) Statement 
Statement is a sentence type that makes true and false assertions about the 
world. Simple statements are the most frequently used in advertising. Well-
composed statements give the audience a very deep impression (Myers, 1994: 29). 
The example of statement is illustrated below. 
New MAZDA 2: it looks good on you 
(Mazda 2. CHIC, April) 
 
The function of statement is to describe the product reasonably and 
perfectly. Statement is used for explaining or describing information related to the 
advertised product. Statement provides the audience with enormous amount of 
information in a short sentence. In advertising language, complex sentences are not 
often used because of their obscurity and trickiness. Simple statement is quite 
effective in getting messages across to audience. Therefore, statement will be more 
efficient to grab the audience’s attention to the advertised product. 
b) Command 
The generic sentence type for advertisements is command or imperative. 
Command is the sentence type in which the speaker directs the hearer to do 
something. The audience is unconsciously motivated or persuaded to obey the 
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writer’s intention presented in a command. It is used to arouse audience’s want or 
encourage them to buy something immediately (Myers, 1994: 29). The example of 
command is shown below. 
Catch your dream with Internet Gaul Pack 
(AXIS, High End Teen, May) 
 
Persuading is one of the most important functions of advertising. The final 
aim of advertising is to attract the consumers’ desire and make them consume the 
advertised product. Therefore, command which usually used for giving orders is 
extensively used. In conclusion, command creates a strong effect to the consumers. 
It provokes or invites consumers to buy their product. Command is used to do 
something related to the marketing purpose of the company. In addition, the 
advertisers should avoid the word buy. The word buy gives negative impact toward 
audience because it impresses too coercively. 
c) Question 
According to Myers (1994: 30), question is a sentence type which the 
speaker seek information from the hearer. Question implies a direct address to the 
audience. Commonly, a question is aimed or uttered to find an answer or 
information, such as W-H question, yes-no question, and to make sure a certainty 
like tag-question. An example of question can be seen below.  
Wanna be a star? You dream it, me make it happen 
(MNC Talent Academy. High End Teen, May) 
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Another typical type of question used in advertisement is rhetorical 
question. It assumes only one possible answer. 
Do I look my period stops me wearing what I want? 
Of course not. That’s because I use Tampax Tampons. 
(Tampax Tampons) 
d) Exclamation 
Exclamation is a sentence that expresses surprise or strong emotion. 
Exclamatory sentences make the information become more important. Further, 
Myers argues that exclamatory sentence in advertisements could actually be seen as 
simple statements containing an exclamation mark (Myers, 1994: 31). The example 
of exclamation can be seen below. 
Hey! Show the STAR in you! 
 
(STAR TEEN 2012. High End Teen, March, April, May) 
 
Based on the example above, a single word or phrase can be meaningful 
sentences since it carries the emotion expressed by the speakers or writers. 
Furthermore, exclamation is a sentence which has an initial phrase introduced by 
what or how usually with subject-verb order. Another example of exclamation is 
shown below.  
What a noisy they are making! 
How beautiful you are! 
   
3) Sentence Structures 
Myers (1994: 32) states that the structure within a sentence can be divided 
into two types. They are ellipsis and parallelism. Each is described below. 
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a) Ellipsis 
Ellipsis refers to the omission of some words in a sentence which can be 
understood from the context. It can be used to avoid redundancy, to give 
prominence to a message, to narrow the intervals of communication, to simplify the 
procedure of expression, and to intensify the linguistic effect. Elliptical sentences 
are actually incomplete in structure but complete in meaning (Myers, 1994: 34). 
The example of ellipsis is presented below. 
 Discover your own 
(Coconut Island. High End Teen, April) 
 
Coconut Island is a clothing brand. The headline above is accompanied by a 
picture of two girls and a man wearing shirt manufactured by Coconut Island. 
Understanding the context of this advertisement would be difficult if the audience 
did not connect the headline with the picture. They might not understand the word 
own meant or what thing being discover was. Yet, by seeing the picture, the 
audience could find the context of the word being omitted. Since the advertisement 
advertised a clothing brand, the words being implied in the context were probably 
clothes or style. 
The ellipsis creates a casual and informal effect. Advertising language 
attempts to reproduce the elliptical nature of spoken language in order to establish 
closeness with the audience. Also, ellipsis makes the sentence short and concise. It 
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emphasizes the keywords and avoids redundancy. Thus, it becomes quite effective 
in getting messages across the audience. 
b) Parallelism 
Myers (1994: 32) states parallelism as a repetition of formal patterns of two 
or more similar ideas in similar structural forms. The principle of parallelism 
demands equivalent things should be arranged in grammatical structure. Therefore, 
nouns should be connected with nouns, adjectives with adjectives, verb phrases 
with verb phrases and so on.  The use of parallelism is shown below.  
My music My Dance 
(Campina Concerto. GoGirls!, May) 
                    NP                    NP 
             determiner           noun   determiner      noun 
 
 
                   My              music         My                 dance 
Figure 1. The Noun Phrase Structure Applied in Campina Concerto 
The Campina Concerto’s headline above is formed by two noun phrase. 
Both of the noun phrases are formed by determiner+noun. The determiner acts as 
the pre-modifier. The determiner acted as the pre-modifier gives attributive 
explanation to the words music and dance. Parallelism gives emphasis and 
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prominence to those words. This principle is applied to keep the coherence of the 
phrase. 
4) Pun 
Myers (1994: 39) says advertisers usually play with words to make the 
advertising language interesting and attractive. Pun is an amusing use of a word or 
phrase that has two or more meaning. Pun helps the brand to promote itself and 
guide consumer to buy their product. Pun has a number of advantages such as to 
attract audience’s attention, to make advertisements readable and memorable, and 
to arouse audience’s interest and imagination. There are two kind of pun namely 
polysemy and homonymy. Each is explained below.      
a) Polysemy 
Polysemy is a kind of multiple meanings in which the same word has two or 
more different but related meaning. The example of polysemy can be seen below. 
Let every shape take color 
(Levi’s) 
The headline above is the example of polysemy. The word take has several 
meanings. The context of the advertisement headline takes part in the interpretation 
of the word take. This headline is accompanied by a picture of three girls wearing 
colorful Levi’s jeans. Therefore, the word shape in the headline did not merely 
mean the particular physical form or appearance of something. Instead, the word 
shape referred to Levi’s jeans as shown in the picture. Supported by the context, 
20 
 
 
 
the audience would understand the word take as to accept or have instead of to 
remove. 
b) Homonymy 
Homonymy is a kind of multiple meanings in which two or more unrelated 
words having the same spelling and the same sound as another word. The example 
of homonymy is presented below. 
 
Ask for More 
(More) 
 
The slogan above is the example of homonymy. “More” is an American 
cigarette brand. “More” and “more” has the same pronunciation but different 
meaning. Consumers will connect “More” with the meaning of “much” or “more” 
when they heard the advertisement. 
5) Pronoun 
Personal pronouns are often used in an advertisement to show more friendly 
attitudes toward consumers (Myers, 1994: 47). The use of personal pronoun helps 
to create a friend-like intimate atmosphere. It helps to narrow the gap between the 
advertiser and the audience. It can be used to move and to persuade the audience. It 
makes sincere promises and honest recommendation. The use of personal pronouns 
in advertising is shown below. 
You choose, We make, They love. 
(The Body Shop) 
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6) Metaphor 
Metaphor is a figure of speech in which one thing (X) is spoken in terms of 
another (Y). Thus, it makes an implicit comparison. Metaphor compares things that 
are essentially unlike. Metaphor sets up a relation of similarity between two 
referents, as if they were the same thing. Unlike simile, metaphor does not use like 
or as to indicate the comparison. The absence of as or like makes metaphor more 
concise and produces profound associations (Myers, 1994: 76). The example of 
metaphor is presented below. 
One continent. Geologist call it Pangea. We call it Emirates 
 (Emirates Airlines. TIME, May) 
The sentence above contains metaphor. There is a comparison between 
Pangea and Emirates. Both words mean one continent but from different aspect. 
The geologist named a continent as Pangea. Meanwhile the advertiser calls it 
Emirates. Emirates refers to the airlines company, not the name of a country. The 
advertiser aims to say that Emirates can reach many areas. 
7) Simile 
According to Myers (1994: 76), simile is a kind of figure of speech in which 
one thing is compared to another. It is marked by an explicit comparison word such 
as like or as. The example of simile is illustrated below. 
Let your nails shine as bright as your jewellery  
 
(Gelacquer. High End Teen, May) 
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The slogan above claimed that nails could shine as bright as jewellery. 
However, nails are not included in the set of things which could shine. Yet, nails 
are being compared to jewellery which had the ability to reflect light. 
8) Synecdoche 
Synecdoche is figure of speech in which a whole is referred by naming a 
part (Myers, 1994: 76). The use of synecdoche is shown below.  
A heritage of hospitality, seen in every smile 
 
(Qatar Airlines. TIME, June) 
 
This sentence contains synecdoche since the word smile actually means the 
service from the flight attendant. Smile is only one part of human. It expresses the 
hospitality of the flight attendant. 
9) Metonymy 
Metonymy is a figure of speech in which a thing is referred to by means of 
referring to something related to it (Myers, 1994: 77). The example of metonymy 
used in advertisement is presented below. 
From departure to arrival, the world is my destination 
 
(Thai Airlines. TIME, October) 
 
The sentence is metonymy because the world represents several places all 
around the world, not only one place. It means that the flight can reach many 
countries all around the world. 
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b. The Communicative Functions of Advertising 
Wells et al. (2006: 10) state that advertising in general performs four basic 
communicative functions. Each is explained in the following below.  
1) Building awareness of products and brands 
  Advertising is essential for many businesses to attract consumers. It helps a 
company to establish its identity. Also, it increases brand awareness. 
Advertisements initially make an impression to people. Impression results in 
awareness. In other words, the consumer recognizes the advertisements or the 
brands. After an advertisement has run, people may not be able to remember much 
about the product. Yet, people are aware of having seen the advertisement or heard 
the brand. 
2) Creating  a brand image 
Advertising has a central role play in developing brand image. It informs 
the functional capabilities of the brand. It simultaneously imbues the brand with 
symbolic values and meaning relevant to the consumer. Brand is the identification 
that differentiates one business from another. Image is the mental impression which 
consumers construct for a product. A brand image simply can be defined as an 
impression of the brand developed over a period of time in the consumer’s mindset.  
A brand image is important. It is the accumulation of beliefs and views about 
particular brand. The character and value of the brand is portrayed by its image. 
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Understanding brand meaning involves understand the symbolism and 
associations that create brand image. This association connects the brand to 
lifestyles, people who use the product, and other qualities such as value and status. 
The richness of the brand image determines the quality of the relationship and the 
emotional connections that link a customer to a brand. 
3) Providing product and brand information 
Advertising is a form of communication. It provides information about 
product and brand. It informs the fact about product performance and features. The 
information nature of advertising is particularly important for products that are 
complex or involve a high price and risk. Further, it informs people the new and 
improved products. It helps people compare products and features. It also keeps 
people informed about newest innovations and issues. 
4) Persuading people and providing incentive to take action 
Persuasion is the conscious intent on the part of the source to influence or to 
motivate the receiver to believe or do something. Advertising employs both rational 
arguments and compelling emotions to create persuasive messages. Furthermore, 
the behavioral response involving action is often the most important goal of 
advertising. It means advertising’s effectiveness is measured in term of its ability to 
motivate people to do something. This kind of action includes buy a product or 
respond in some way such as visit a store and click on a website. 
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3. Non-Textual Analysis of Advertising 
a. Contexts of Advertising Discourse 
Advertisements rely on the relation between text and its context. The 
context of advertisements determines the way receiver will perceive the message 
(Cook, 1992: 2). He divides the contexts of advertising into eight categories. Each 
is explained below.  
1) Substances 
Substance can simply be defined as a physical material which carries a text. 
In brief, the substances in advertisement are divided into two sub-types, namely 
living material (talent) and non-living material (prop). Talents are those who serve 
as the addressers of the advertisements. In contrast, props are those that support the 
setting of the scene in the advertisements. 
2) Music and Pictures 
Television is an audio-visual medium. It uses both sight and sound. An 
effective television commercial fuses the audio and visual elements. Music and 
sound effects add meaning and texture to the story being told on the screen. Sound 
effects reinforce the advertising messages and help paint the scenery. In some case, 
there is a voice over. A voice over is someone speaks but is not seen. It emphasizes 
the message by reading it aloud exactly as it appears on the screen. Meanwhile, the 
message is dominated by the impact of visual effects. It is the moving image and 
the action which make television more mesmerizing. 
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3) Paralanguage 
Paralanguage is defined as behavior accompanying language, such as voice 
quality, gestures, facial expressions and touch in speech. Also, it includes choice of 
typeface and letter sizes in writing. 
4) Situation 
Situation is defined as the properties and relations of objects and people in 
the vicinity of text.  
5) Co-text 
Co-text is the text which precedes or follows the given text in which 
participants judge to belong to the same discourse. 
6) Inter-text 
Inter-text is defined as a text which the participants perceive as belonging to 
other discourse. It associates with the text under consideration which affects the 
participants’ interpretation. 
7) Participants 
Participants of advertising discourse are described as senders, addressers, 
addressees, and receivers. Each participant is simultaneously a part of the context 
and an observer of it. 
8) Function 
Function is defined as what the text intends to do by the senders and 
addressers, or perceived to do by the receivers and addressees. 
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In advertisements, there are more than one of the aspects above working 
together to form the context in which the text production takes place. In semiotic 
fields, the different aspects create the context. It generates the meaning to perform a 
persuasive function together with the linguistic signs. The way audience construct 
the meaning of an advertisement is based on their semiotic knowledge of images 
and signs. According to Danesi (2004: 3), semiotics can be simply defined as the 
study of signs and the use of their representation. 
According to Saussure via Danesi (2004: 24), a sign consists of two entities 
which cannot be separated. They are signifier and signified. Signifier represents its 
form (words, sounds, and images). Meanwhile, signified represents the idea the 
sign expresses (mental concept). The relationship between the signifier and the 
signified is called signification. For instance, the word dog is a signifier. On the 
other hand, dog is a four legged and hairy animal which likes to bark is signified.  
The term signification has a specific meaning in semiotics. Essentially, 
signification is what happens in people’s mind when they use or interpret a sign. 
The process of signification unfolds in two ways. They are known as denotation 
and connotation (Danesi, 2004: 12).  
Denotation is the literal or obvious meaning of a sign. Denotation is what 
dictionary attempts to provide.  It can be called the first-order signifying system. In 
the contrary, connotation refers to the socio-cultural and personal association of the 
sign. These are typically related to the interpreter’s age, class, gender, ethnicity, 
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and so on. It can be called the second-order signifying systems (Chandler, 2007: 
137-138). For example, dog is a common animal with four legs, especially kept by 
people as a pet or to hunt or guard things (first-order). On the other hand, dog 
connotes (second-order) feeling of loyalty and companionship. The connotation is 
the cultural meanings associated with the sign. Semiotics suggests that a culture is 
made up of signs. These signs can connote or denote certain message through 
culturally shared understanding (Clarke et al. 2007). 
Sign is considered as the fundamental concept of semiotics. Sign allows 
human to refer things and ideas, even though they might not be physically present 
for human senses to perceive. In semiotic sense, signs take in the form of words, 
images, sounds, gestures, eye contact, facial expressions, and objects.  
In conclusion, semiotics is a useful tool in helping people to analyze the 
imagery used in advertisement. Semiotics assists people to understand information 
or meaning which not contained in the world around them. It studies the way 
meanings are made and how reality is represented. 
4. Advertising 
a. Definition of Advertising 
The word advertising originally comes from Latin word advertere. It means 
to turn the mind forward (Goddard, 1998: 11). To advertise originally meant to take 
note of or to mark. By the beginning of the 18
th
 century, the meaning had changed 
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to persuade. Nowadays, advertising has its evolution in which there are many 
variations of advertising definitions. 
Goddard (1998: 10) explains that advertising is not just about the 
commercial promotion of branded products. It also can encompass the idea of texts 
whose intention is to enhance the image of an individual, group, or organization. 
Furthermore, Vilanilam and Varghese (2004: 4) state  
Advertising is an organized method of communicating information about a 
product or service which a company or individual wants to sell to the 
people. It is a paid announcement that is conveyed through words, pictures, 
music, and action in a medium which is used by the prospective buyers. 
 
In line with Vilanilam and Varghese, Wells et al., (2006: 05) state 
“advertising is paid persuasive communication that uses non personal mass media 
as well as other forms of interactive communication to reach broad audience to 
connect an identified sponsor with a target audience”. 
In short, advertising is any paid form of non-personal communication 
through various media by identified sponsors which contain information and 
usually persuasive about products, services, and ideas. It provides information that 
helps match buyers and sellers in the marketplace. Moreover, it attempts to 
influence the purchases and attitudes of people. 
b. Elements of Television Advertising 
1) Video 
The video elements include everything which is seen on the screen. The 
visual dominates the perception of the message in television. 
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2) Audio 
The audio dimensions of television are music, voices, and sounds effects. 
They relate to visual image. 
3) Talent 
People in commercials are called talent. Some commercials use just parts of 
people such as hands, feet, or the back of the head. 
4) Props 
Prop is an object used by the talents performing in a scene. The most 
important prop in commercial is the product. 
5) Setting 
Setting is where the action in a commercial takes place. It can be indoor and 
outdoor. 
6) Lighting 
Lighting refers to the arrangement of lights used in a scene. Special lighting 
effects need to be specific in the script. 
7) Graphic 
Graphics refer to the images and designs used in a scene. There are several 
visual types that are filmed from a flat card or generated electronically on the 
screen by a computer. Some of them are crawl and stock footage. Crawl is 
computer-generated letters that move across the bottom of the screen. Stock footage 
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is a previously recorded images, videos, still slides or moving film which is used 
for scene that are not accessible to normal shooting. 
8) Pacing 
The speed of the action is another important factor in television 
commercial. Pacing describes how fast or slow the progress of the action. 
5. Durex 
According to Smale (2010), for over 80 years Durex brand has been the 
forefront of condom technology. Durex consistently makes huge strides in safer sex 
products and technologies. Durex was established in 1915 by LA Jackson. It was 
originally called the London Rubber Company. Jackson officially registered the 
Durex brand in 1929. Durex represents Durability, Reliability, and Excellence. In 
1991 Durex brand has been owned by the UK based multinational namely SSL 
International. It was formed through a merger of Seton Scholl Healthcare and the 
London International Group. However, this company has been sold to Reckitt 
Benckiser in July 2010.  
Durex claims that it has the best quality of condom. Durex chooses the best 
material for their products. Moreover, every sample of their products has been 
tested electronically to guarantee the quality of the products. Durex’s products are 
also dermatological tested. Durex has eighteen different variants of products. They 
are twelve variants of condoms, five lubes, and one vibration ring for intense 
feeling for both partners. The twelve variants of condoms are Strawberry, Close Fit, 
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Tingle, Together, Ribbed, Performa, Love, Performax, Extra Safe, Comfort, 
Pleasuremax, and Featherlite. The five lubes variants are Lubricant, Massage gel, 
Sensations Lubricant, Tingling Lubricant, and Warming Lubricant. 
In the early fifties, Durex makes a huge advancement in prophylactics by 
releasing the first lubricated condom. Another important innovation quickly 
followed when Durex developed the first means of electronically testing condoms 
in 1953. In the sixties, Durex makes an anatomically shaped condom before any 
other manufacturers did. During the seventies, Durex becomes the first brand to 
simultaneously market condoms to several different countries. In the early nineties, 
Durex starts making condoms in multiple colors and flavors. In 1996, Durex is the 
first condom company that launches a website and their international market 
skyrocketed. The following year, Durex introduces non-latex condom made of 
polyurethane. 
In 2001, Durex is the first condom brand to make a condom with both a 
ribbed and dotted texture, called Pleasuremax. Two years later, Durex adds Play 
lubricant to their product line. Durex does not only focus on promoting their 
products but also engaging in social activities such as in 2002. Durex supports 
groundbreaking social program to promote gender equity called Program H in 
Brazil. This followed by further projects in India. In 2005, Durex Network launches 
the Face of Global Sex Reports that explore the aspects of human sexual behavior 
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and produces primarily to inform academics and policy. The Durex Network’s core 
vision is to inspire people to take responsibility for their sexual health. 
In 2008, in order to promote safe sex for young people, Durex calls for 
young people between the ages of 16-24 years old to design a unique sexual health 
poster. In 2009, Durex introduces their battery powered vibrating erection rings to 
stores. In 2010 Durex supports the Condomize! Initiative of The United Nations 
Populations Fund at the International AIDS Conference in Vienna by donating 
220.000 condoms. Durex works with politicians, charities, international 
organizations and healthcare professionals to make sure that sexual well-being 
stays right at the top of everyone’s agenda. Durex takes their social responsibility 
seriously. Durex prepares to put their money into backing research, sponsorship 
and social promotion. Recently in 2012, Durex launches Performax Intense 
Condoms. In 2013, Durex also experiments with Fundawear, an iPhone vibrating 
panty. 
6. Previous Study 
  The researcher reviews two studies related to this research. The two studies 
are “The Study of Verbal and Non-Verbal Language in Communication to Create 
Images in Coca Cola Zero Advertisements” conducted by Krisensia Christya Flory 
Kurnianti (2010) and “An Analysis on the Language Style of the Utterances in 
Magnum Advertisements” by Sonia Niken Permatasari (2014). 
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  “The Study of Verbal and Non-Verbal Language in Communication to Create 
Images in Coca Cola Zero Advertisements” was conducted by Krisensia. This 
study covers two problems. She analyzes the verbal and non-verbal communication 
which appears in the Coca Cola Zero advertisements. To answer the first question, 
she combines Hymes’ theory of speech event (1972) and the theory of speech acts 
by Cutting (2002). The second problem deals with how the verbal and non-verbal 
communication creates an image of Coca Cola Zero advertisements to convey the 
messages which becomes the purpose of the advertisements themselves. She 
applies theory of sign by Sobur (2004) and the theory of advertisement by Sudiana 
(2005) to answer the second problem. 
  The result presents both verbal and non-verbal communications are used in 
the three Coca Cola Zero advertisements being analyzed. She finds three similar 
elements, namely the similarities of participants’ characteristics, significant dialog, 
and settings. Further, the combination of the three elements creates Coca Cola Zero 
product images. She concludes that the images of Coca Cola Zero advertisements 
are Coca Cola Zero cares about the consumers, Coca Cola Zero gives positive 
effects to the consumers, and Coca Cola Zero is the correct drink to be drunk in 
relax time. 
  Another study which deals with advertisements was conducted by Sonia. She 
analyzes the advertising languages which are used in the Magnum advertisements. 
She identifies the linguistic features employed in Magnum advertisements based on 
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Grey’s theory of advertising language (2008). She also attempts to find out the 
persuasion techniques used by Magnum advertisements. The second research 
problem is solved by classifying Kleppner’s persuasion techniques (1986). 
Furthermore, her research also investigates the kind of power relation of Magnum 
have upon consumers through the advertisements based on French and Raven’s 
theory (1959). 
  The result shows Magnum advertisements only has 36% of the whole lexical 
features and 39% of the whole syntactic features in the advertising language 
proposed by Grey (2008). Then, the dominant persuasion technique used is 
retentive stage. Furthermore, there are three kinds of power relation which 
appeared in Magnum advertisements. They are expert power, referent power, and 
legitimate power. 
  Nevertheless, this research is not the same as the researches previously done 
by Krisensia and Sonia. This research analyzes the linguistic features of advertising 
language. This research also investigates the contexts of advertising discourse. 
Finally, this research attempts to reveal the communicative functions of Durex 
advertisements. 
B. Conceptual Framework  
This study analyzes the linguistic features of advertising language, the 
underlying contexts of advertising discourse, and the communicative functions of 
Durex advertisements by using discourse analysis approach. Discourse analysis 
36 
 
 
 
appears as the appropriate approach to answer the three questions above. It not only 
provides description and interpretation, but also explanation.  
The first research problem related to the use of certain linguistic features of 
advertising language. The researcher analyzes the linguistic features of advertising 
language based on Myers’s theory (1994). He divides the linguistic features of 
advertising language into several parts, namely repetition, sentence types, sentence 
structures, pun, pronoun, metaphor, simile, synecdoche, and metonymy. 
The second research problem which is related to the context of Durex 
advertisements is solved based on the theory of context advertising discourse 
proposed by Cook (1992). It includes substance, music and pictures, paralanguage, 
situation, co-text, inter-text, participants, and function. 
The last problem, the researcher applies a theory proposed by Wells et al. 
(2006) in identifying and interpreting the communicative functions of the Durex 
advertisements. He divides four basic communicative functions of advertisement. 
In conducting the analysis, the researcher uses a systematic way which is presented 
in the analytical construct in Figure 2.  
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Figure 2. The Analytical Construct
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CHAPTER III 
RESEARCH METHODS 
A. Research Type 
This research was conducted by using a combination of quantitative and 
qualitative method, namely mixed method. This research used quantitative data to 
present the number of the percentage of occurrences of each linguistic feature. 
Vanderstoep and Johnston (2009: 7) states quantitative research concerns with 
statistical assignment in certain phenomenon of the study. By conducting 
quantitative method, the researcher obtained the detailed result in the form of 
percentage. Moreover, the findings in frequency of percentage support the 
researcher’s interpretation. Therefore, it could assist the researcher in finding the 
conclusion of the data completely.  
Furthermore, since the objectives were to describe the types of linguistic 
feature; the contexts of advertising; and the communicative functions of 
advertising, this research was included as qualitative research. Qualitative method 
is a research procedure which presents the descriptive data in the form of written or 
oral data from the subjects of research being observed (Bodgan and Biklen, 1982: 
39-48). Moreover, Ary and Jacobs (2010: 419) state “qualitative research 
investigates the quality of relationships, activities, situations, and materials. It 
focuses on understanding the context and attempts to explain the intentionality of 
behaviors”. 
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B. Form, Context, and Source of Data  
Data are any rough materials collected by the researcher from the world or 
filed they are studying (Bodgan and Biklen, 1982: 73). The data of this research 
were taken in the forms of words, phrases, clauses, sentences in which linguistic 
feature is used. Meanwhile, the contexts of the data was the texts of Durex 
advertisements. 
The primary sources of this research were Durex advertisements taken from 
Youtube. There have been more than thirty advertisements of Durex available in 
Youtube. However, considering the researcher’s accessibility and the effectiveness 
of the data analysis process, the researcher took only seven advertisements based 
on their popularity or number of viewers. The selected advertisements were entitled 
Durex Earth Hour (2014) (9,470,702 viewers), Durex Protection (2011) (247,509 
viewers), Durex Mad Dogs (2013) (73,046 viewers), Durex Snail (2010) (44,485 
viewers), Durex Real Feel New (2009) (41,813 viewers), Durex Synchronizing 
Pleasure (2012) (26,201 viewers), and Durex Performax (2008) (3,466 viewers). 
Besides the main source above, the researcher also used some additional 
references as the supporting information in analyzing the data. Those references 
were books, articles, and journals that helped the researcher conduct this research.  
C. Instruments of the Research 
The primary instrument of the research was the researcher herself since it 
employed a qualitative research. Bogdan and Biklen (1982: 27) state “a descriptive 
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(especially qualitative) has natural setting as the direct source and the researcher is 
the key instrument”. In line with Bogdan and Biklen, Ary and Jacobs (2010: 424) 
say “in qualitative studies, the human investigation is the primary instrument for 
the gathering and analyzing of data”. Furthermore, the secondary instrument of this 
research was the data sheets which were used to collect the data of linguistic 
features of advertising language and its contexts. The tables below illustrated the 
form of the data sheets which were used to collect the data. 
Table 1. Sample of Data Sheet of The Types of Linguistic Features of 
Advertising Language Employed in Durex Advertisements 
Code 
 
 
 
 
 
Data 
S
u
b
 d
at
a 
Linguistic Features of Advertising Language According to Greg Myers 
(1994) 
Repetition Sentence 
Type 
Sentence 
Structure 
Pun Pro Mt Mp Si Sy  
Al As Rh S E Q C El Pl H P 
(1/M-
01:27/D
-1a/Al) 
Turn off to 
turn on 
1a 
                  
TOTAL 1                
 
Notes: 
(Number of ad/M-01:27/D-1a/Al) : Number of Ads/Minute/Datum 1 sub data 
a/Type of linguistic feature 
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Types: 
1. Repetition 
a. Al : Alliteration 
b. As : Assonance 
c. Rh : Rhyme 
2. Sentence Type 
a. S : Statement 
b. E : Exclamation 
c. Q : Question 
d. C : Command 
3. Sentence Structure 
a. El : Ellipsis 
b. Pl : Parallelism 
 
  
4. Pun 
a. P : Polysemy 
b. H : Homonymy 
 
5. Pro : Pronoun 6. Mt : Metonymy 
7. Mp : Metaphor 8. Si : Simile 9. Sy : Synecdoche 
   
 
Table 2: Sample of Data Sheet of Advertising Contexts of Durex 
Advetisements 
No The 
Advertising 
Contexts 
Explanation 
a Substances In Durex Earth Hour version, the talents are nine different couple. 
Meanwhile, the props include gadgets, hand-phone, tablet, play-station, and 
laptop. Besides, things such as bed, table, chair, sofa, lamp, plate, glass, a 
bowl of popcorn, a limo, and a set of TV.  
b Music and 
Pictures 
In the beginning, a number of couples doing their daily activities. Yet, they 
only focus onto their gadgets. Towards the end of the ad, all the couple put 
down their devices and turns their attention to each other. The pop song 
entitled I Can’t help Myself (Sugar Pie Honey Bunch) sang by Fiona 
O’Kane becomes the soundtrack of Durex Earth Hour version. 
c Paralanguage In the very beginning of the ad, all the gesture and facial expression show 
ignorance. The couples are too obsessed with their gadgets.  
Physical touch and intimacy are extremely important for the connction of 
feeling in people’s relationship. Kissing and hugging probably becomes the 
trademark of romance in many parts of the world.  
Further, the way all the couples dressed indicates adolescent’s style of 
dressing. 
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In addition, the closest typeface used is Century Gothic and Dotum. 
Meanwhile, the ad is dominated in blue and white.  
d Situation The ad sets is evening and dark time. It takes place both in indoor and 
outdoor situation. 
e Co-text  Durex #TurnOfftoTurnOn. Enjoy Earth Hour March 29 08:30-09:30 P.M. 
f Inter-text Earth Hour is a global WWF climate change initiative. 
h Participants The sender is Reckitt Benckiser.The receiver can be anyone who watches. 
The addressers are nine different couples. The addressees are people who 
are sexually active and the second target is young adult in the age of 18-34 
years old. 
i Function The main function is to support the market promotion of Durex.  
 
In addition, to make the data easier to be found in the data source, the 
researcher also used data codes. The figure of data codes is presented below.  
 
 
 
Figure 3. The Data Codes 
Figure 3. The Data Code 
D. Techniques of Data Collection 
In collecting the data, the researcher took the following some steps: 
1) downloading Durex advertisements from Durex’s official website and 
www.youtube.com, 
2) watching carefully Durex advertisements for several times, 
3) noting the texts appearing on the Durex advertisements, 
4) identifying the words, phrases, and sentences which contain the linguistic 
features,  
Code (Number of Ads/M-/D-1a/Al) 
1 : Number of Advertisement  
M- : Minute 
D-1a : Datum 1, sub-data a 
Al : Alliteration 
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5) classifying the types of linguistic features then transferring them into data 
sheet, 
6) re-watching each advertisement and determining the contexts of 
advertisements, and 
7) writing the contexts and transferring them into data sheet.  
E. Techniques of Data Analysis 
According to Bogdan and Biklen (1982: 145) data analysis can be defined 
as “working with data, organizing it, breaking it into manageable units, 
synthesizing it, searching for patterns, discovering what is important and what is t 
be learned, and deciding what you will tell others”.  
To analyze the data which were gathered, the researcher applied content 
analysis. Tesch, Hsiu-Fang, and Shannon (in Wahyuni, 2012: 122),  state  
Research using qualitative content analysis focuses on the characteristic of 
language as communication with attention to the content or contextual 
meaning of text. Content analysis is defined as a research method for the 
subjective interpretation of the content of text data through the systematic 
classification process of coding and identifying themes and patterns.  
 
The procedures in data analysis were mentioned in the following steps: 
1. classifying the data based on the types of linguistic features of advertising 
language, 
2. classifying the context which appears in each advertisement, 
3. analyzing and interpreting the data to answer the research problems, 
4. applying the trustworthiness of the data, 
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5. reporting the findings in the form of textual description, and 
6. drawing the conclusion based on the result of the research. 
F. Trustworthiness  
To gain trustworthiness of this research, the researcher conducted deep and 
detail study. The researcher employed triangulation technique to enhance 
trustworthiness of this research. Wahyuni (2012: 40) says to increase credibility of 
data, normally people use several data sources and different methods which is 
called triangulation. According to Wahyuni (2012: 40) “triangulation is typically a 
strategy (test) for improving the validity and reliability of research or evaluation of 
findings”. Furthermore, she explains that the idea behind triangulation is that the 
more agreement of different data sources on a particular issue, the more reliable the 
interpretation of the data.  
The researcher used only one type of triangulation form namely member 
checking. Member checking is verifying the researcher’s interpretations and 
conclusions with the various groups of participants themselves. The researcher 
asked three students of English Language and Literature study program to 
triangulate the data. They were Haryo Pramandito Nandastun, Fahma Chimayasari, 
and Agustina Ekwin Purwaningsih. 
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CHAPTER IV 
FINDINGS AND DISCUSSION 
 
In this chapter, the results of the research are explained in detail. This 
chapter is divided into two issues, namely findings and discussion. Each is 
presented below. 
A. Findings 
Based on the data analysis, this research reveals 33 data of linguistic 
features employed by Durex. Meanwhile, all categories of advertising contexts can 
be identified in Durex advertisements. Furthermore, Durex fulfills four 
communicative functions of advertisements. The following sections illustrate the 
research findings. 
1. The Types of Linguistic Features Employed By Durex 
Table 3 below presents the result of data analysis dealing with the linguistic 
features employed by Durex. 
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Table 3: The Types of Linguistic Features Employed By Durex 
No Types of Linguistic Features Occurrences 
 
Percentage 
1 Repetition   
 a. Alliteration 2 6.06% 
 b. Assonance 2 6.06% 
 c. Rhyme 3 9.09% 
2 Sentence Types   
 a. Statement 7 21.21% 
 b. Command 5 15.15% 
 c. Question 0 0% 
 d. Exclamation 0 0% 
3 Sentence Structures   
 a. Ellipsis 10 30.30% 
 b. Parallelism 1 3.03% 
4 Puns   
 a. Polysemy 0 0% 
 b. Homonymy 0 0% 
5 Pronoun 3 9.09% 
6 Metonymy 0 0% 
7 Metaphor 0 0% 
8 Simile 0 0% 
9 Synechdoche 0 0% 
 TOTAL 33 100% 
 
Table 3 shows eight types of linguistic features applied by Durex, namely 
alliteration, assonance, rhyme, statement, ellipsis, parallelism, command, and 
pronoun. The most often occurring type is ellipsis with ten occurrences. Statement 
is in the second rank with seven occurrences. Command is in the third rank with 
five occurrences. Rhyme and pronoun are in the fourth rank with three occurrences. 
Meanwhile, the least occurring types are alliteration, assonance, and parallelism. 
The use of these linguistic features is only by chance since there are only two 
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occurrences of alliteration and assonance and one occurrence of parallelism found 
in Durex advertisements. Based on the findings, exclamation, question, puns, 
metonymy, metaphor, simile, and synecdoche are not employed by Durex. The 
complete findings of linguistic features employed by Durex are provided in 
Appendix A. Meanwhile, the detail of explanation of linguistic features is presented 
in the section of discussion. 
2. The Advertising Contexts of Durex Advertisements 
Contexts of advertising discourse can be divided into eight categories, 
namely substances, pictures and music, paralanguage, situation, co-text, inter-text, 
participants, and function. Based on the analysis, Table 4 below shows the result of 
data analysis dealing with the advertising contexts which can be identified in Durex 
advertisements. 
Table 4: The Advertising Contexts of Durex Earth Hour Version 
No The 
Advertising 
Contexts 
Explanation 
a Substances In Durex Earth Hour version, the talents are nine different 
couple. Meanwhile, the props include gadgets; hand-phone, 
tablet, play-station, and laptop. Besides, things such as bed, 
table, chair, sofa, lamp, plate, glass, a bowl of popcorn, a limo, 
and a set of TV can be seen in the advertisement.  
b Music and 
Pictures 
In the beginning, a number of couples doing their daily 
activities. Yet, they only focus onto their gadgets. Towards the 
end of the ad, all the couple put down their devices and turn 
their attention to each other as lights across the world are 
switched off. 
The pop song entitled I Can’t help Myself (Sugar Pie Honey 
Bunch) sang by Fiona O’Kane. She is a Northern Irish singer. 
This song becomes the soundtrack of Durex Earth Hour 
version. 
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No The 
Advertising 
Contexts 
Explanation 
c Paralangua
ge 
In the very beginning of the ad, all the gesture and facial 
expression show ignorance. The couples are too obsessed with 
their gadgets.  
Physical touch and intimacy are extremely important for the 
connection of feeling in people’s relationship. Kissing and 
hugging may become the trademark of romance in many parts 
of the world.  
Further, the way all the couples dressed indicates adolescent’s 
style of dressing. 
In addition, the closest typeface used is Century Gothic and 
Dotum. Meanwhile, the ad dominates in blue and white.  
d Situation The ad sets is evening and dark time. It takes place both in 
indoor and outdoor situation. 
e Co-text Durex #TurnOfftoTurnOn. Enjoy Earth Hour March 29 08:30-
09:30 P.M. 
f Inter-text Earth Hour is a global WWF climate change initiative. 
g Participants The sender is Reckitt Benckiser. The receiver can be anyone 
who watches the advertisement. The addressers are nine 
different couples. The addressees are people who are sexually 
active and the second target is young adult in the age of 18-34 
years old. 
h Function The main function is to support the market promotion of 
Durex.  
 
Table 4 shows that eight types of advertising contexts can be identified in 
Durex advertisements. The complete findings of advertising contexts of Durex 
advertisements are provided in Appendix B. Meanwhile, the detail of explanation 
of advertising contexts is presented in the section of discussion. 
3. The Communicative Functions of Durex Advertisement 
Advertising performs four basic communicative functions: building 
awareness of products and brands, creating a brand image, providing information 
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about products and brands, and persuading people and providing incentive to take 
action. In reference to the data analysis, Durex performs the four basic 
communicative functions. The detail of explanation of communicative functions 
performed by Durex advertisements is presented in the section of discussion. 
B. Discussion 
This section presents the discussion of the study based on the research 
findings in the previous section and the problem formulation as stated in Chapter 1. 
1. Types of Linguistic Features Employed By Durex 
This part contains the explanations of the data findings in reference to the 
data analysis. There are eight types of linguistic features found in the research. All 
are discussed as follows. 
a. Repetition 
The basic move in many advertising texts is to build up a pattern of 
similarity. The most technique used is repetition. There are three types of repetition 
namely alliteration, assonance, and rhyme. Each is explained below. 
1) Alliteration 
Alliteration is formed by repeating the initial consonant of a word. Based on 
the data analysis, there are only two occurrences of alliteration found in Durex 
advertisements. The first evidence of alliteration applied by Durex can be seen 
below. The phrase stated in datum (4:01) is the tagline of Durex Earth Hour 
version. Durex has found a perfect partnership with Earth Hour event. The 
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advertisement is released to promote Durex’s new brand campaign 
#TurnOffToTurnOn. This advertisement begins with a number of couples doing 
their daily activities such as eating, watching TV, hanging out, and even sitting 
next to each other. Yet, they only focus onto their gadgets. Towards the end of the 
advertisement, they turn off their gadgets and turn their attention to each others. 
 
 
 
The linguistic feature employed in the phrase as stated in datum (4:01) is 
alliteration. Alliteration is performed by the repetition of consonant /t/ throughout 
the phrase. The initial consonant /t/ is repeated as in the words turn /tᴈn:/ and to 
/tu:/. Therefore, the tagline can be classified as alliteration. Alliteration employed 
in the phrase as presented in datum (4:01) emphasizes the meaning containing in 
the phrase. The emphasis on #TurnOffToTurnOn underscores the theme of the 
whole advertisement. Durex invites the audience to participate in the Earth Hour 
event. Besides, the implication of this advertisement is to suggest the audience to 
use the time during Earth Hour for a pleasant intercourse. In other words, the 
intention of Durex is to increase the product use. Another evidence of alliteration 
can be seen below. 
 
(4: 01) 
Turn off To Turn On 
/tᴈn:/ /tu:/ /tᴈn:/ 
(1/M-01:27/D-1a/Al) 
(4: 02) 
Speeds her up slows him down 
/s/ /h/ /s/ /h/ 
(5/M-00:38/D-8b/Al) 
51 
 
 
 
The phrase stated in datum (4:02) is the taglines of Durex Synchronizing 
Pleasure version. The advertisement shows two turntables: pink vinyl and blue 
vinyl. Each vinyl plays Marvin Gaye’s Let’s Get It On at different speeds. Pink 
vinyl plays slower than the blue does.  The DJ makes the pink vinyl faster and the 
blue one slower. The turntables become synchronized with each other and play the 
track coherently. Then, the taglines “speeds her up” appear in the pink vinyl and 
“slows him down” in the blue one.  
The linguistic feature applied in the phrase presented in datum (4:02) is 
alliteration. Alliteration is performed by the repetition of initial consonant /s/ and 
/h/. The initial consonant /s/ is repeated as in the words speeds /spi:dz/ and slows 
/slәʊz/. Meanwhile, the initial consonant /h/ is repeated as in the words her /hᴈ:r/ 
and his /hɪz/. Hence, the tagline above is categorized as alliteration.  
Alliteration applied in the tagline as stated in datum (4:02) reinforces the 
meaning containing in those words. The reinforcement on those words stresses the 
intention of the advertisement. Durex introduces their new product which quality is 
described as “speeds her up slows him down”. Durex Performax Intense are shaped 
and textured to intensify sensation. This variant is designed to give mutual climax 
for maximum satisfaction. This condom contains climax-controlling lube to slow 
down man’s orgasm. Further, this condom also has ribbed and dotted texture 
provides extra stimulation for woman. 
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To sum, the use of alliteration is only by chance since there are only two 
occurrences of alliteration found in Durex advertisements. Alliteration is used in 
advertising language in order to emphasis a phrase or group of words. Alliteration 
not only portrays sound and engages a person’s auditory sense. Also, it stresses 
words to provide mood and greater insight to an advertiser’s words. One way in 
which alliteration does this is through the visual look of the words. A group of 
words started with the same letter is noticeable. It stands out against the rest of the 
text. In addition, it will be quickly noticed as the audience reads the phrase.  
Alliteration allows the advertiser to place important ideas and messages in 
strategic position throughout the writing. It makes the audience focus on those 
particular words. It allows them remain in audience’s memory for a long time. 
Furthermore, alliteration is used to emphasis or to make sentences more pleasing to 
ear, catchy, and memorable. Thus, alliteration can be considered as powerful tool 
which help customers remember a certain company and its product. 
2) Assonance 
Assonance is formed by repeating the vowel sounds. In reference to the data 
analysis, there are only two occurrences of assonance found in Durex 
advertisements. Presented below is the evidence of assonance. The phrase stated in 
datum (4:03) below occurs in Durex Earth Hour version. It features several couples 
become engrossed in technology. The commercial ends with couples turning off the 
gadgets while the cities around the world shut down for Earth Hour. To emphasize 
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the message, the advertiser puts a tagline saying #TurnOffToTurnOn at the very 
end.  
 
 
 
The linguistic feature used in the phrase as stated in datum (4:03) is 
assonance. Assonance is performed by the repetition of vowel sound /з:/ and /ɒ/ 
throughout the phrase. The vowel sound /з/ is repeated as in the word turn /tз:n/. 
Meanwhile, the vowel sound /ɒ/ is repeated as in the words off /ɒf/ and on /ɒn/. 
Therefore, the phrase above can be classified as assonance. Assonance illustrated in 
the tagline as stated in datum (4:03) stresses the meaning containing in those 
words. The stressing on the tagline highlights the purpose of the whole advertisement. 
Durex encourages people to switch off the gadgets, computers, and lights. Since Durex 
is a global condom manufacturer, Durex suggests the audience to spend the time during 
Earth Hour to have a pleasant intercourse with their partner. Another example of 
assonance is provided in datum (4:04) below. 
 
 
 
 
(4: 03) 
Turn Off To Turn On 
/tᴈ:n/ /ɒf/  /tᴈ:n/ /ɒn/ 
(1/M-01:27/D-1b/As) 
(4: 04) 
Durex Real Feel 
 /rɪəl/  /fi:l/ 
 
Our first condom With the real feeling of skin on skin 
 /wɪð/   /rɪəl/  /ˈfiː.lɪŋ/  /ɒf/ /skɪn/  /ɒn/ /skɪn/  
 
(1/M-01:27/D-1b/As) 
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The clause above appears in Durex RealFeel version. This advertisement 
features an animated black and white couple. They become more real and colorful 
as the woman takes a pack of Durex RealFeel condom. They fondle each other and 
seem to have a sexual intercourse. The tagline says “Durex Real Feel. Our first 
condom with the real feeling of skin on skin”. 
The linguistic feature employed in the clause as presented in datum (4:04) is 
assonance. The repetition of more than two vowel sounds is also possible. 
Assonance is performed by the repetition of vowel sounds /ɪə/, /i:/, /ɒ/, and /ɪ/. The 
vowel sound /ɪə/ is repeated as in the word real /rɪəl/. The repetition of vowel 
sound /i:/ happens as in the words feel /fi:l/ and feeling /'fi:.lɪŋ/. In addition, the 
vowel sound /ɒ/ as in the words of /ɒf/ and on /ɒn/ is also repeated. Lastly, the 
repetition of vowel sound /ɪ/ occurs as in the words with /wɪð/ and skin /skɪn/. 
Therefore, the clause as presented in datum (4:04) is categorized as assonance.  
Assonance employed in the clause as stated in datum (4:04) emphasizes the 
meaning containing in those words. The emphasis on those words accentuates the 
purposes of the advertisement. Durex launches their new product, namely Durex 
RealFeel together with its quality and advantage. Durex RealFeel offers their 
customers with the new real feeling of skin on skin sensation. 
The use of assonance is only by chance since there are only two occurrences 
of assonance found in Durex advertisements. In brief, the use of assonance gives a 
certain effect to the audience. The effect of assonance is more subtle because 
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consonant sound tends to be stronger than the vowel sound. Assonance can 
emphasize a topic. It also makes sentence easier to learn. It is useful in advertising 
as it sticks in the audience’s minds. Assonance creates internal rhyme. It makes the 
words more memorable. Furthermore, assonance is a method of achieving 
emphasis and coherence in a short of text.  
3) Rhyme 
Rhyme is formed by the repetition of last sounds of words. Based on the 
data analysis, there are three occurrences of rhyme found in Durex advertisements. 
Presented below is the example of rhyme applied by Durex. The phrase stated in 
datum (4:05) below appears in Durex RealFeel version. This commercial features 
an animated black and white couple. They transform into real people and less 
animated as they kiss. At the same time, the woman caresses the man’s chest while 
the man touches her back. The slogan appeared at the end of the commercial says 
“Love sex Durex”. 
 
 
 
 
The linguistic feature applied in the phrase  as stated in datum (4:05) is 
rhyme. Rhyme is formed by the repetition of same ending sound /eks/ as in the 
words sex /seks/ and Durex /'djʊә.reks/. Hence, the phrase as presented in datum 
(4: 05) 
Love Sex Durex 
 /seks/ /ˈdjʊə.reks/ 
(2/M-00:29/D-4a/Rh) 
(LF/Ad-1/M-01:27/D-1b/As) 
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(4:05) can be categorized as rhyme. Rhyme employed in the phrase as stated in 
datum (4:05) accentuates the meaning of the advertisement. The accent on those 
words highlights the image of the brand name, Durex. Durex positions itself to be a 
fun, romantic, and exhilarating experience brand. Moreover, an advertisement 
slogan is better if it reflects the brand’s personality. Another example of rhyme is 
illustrated below.  
The clause stated in datum (4:06) occurs in Durex Performax version. It is 
the slogan of Durex Performax. The advertisement features a white man and a curly 
haired woman coming out from the toilet quickly. They enter the same elevator. 
Both of them tidy up their clothes. Suddenly, the man moans loudly as he holds his 
sex organ. Surprisingly, the woman just smiles mysteriously. The advertisement 
ends with tagline “Durex Performax. Prolong your climax”. 
 
 
 
 
The linguistic feature applied in the slogan as stated in datum (4:06) is 
rhyme. Rhyme is performed by the repetition of same ending sound /æ/ as in the 
words Performax /pəˈfɔːmæks/ and climax /klaɪ.mæks/. Therefore, the clause as 
presented in datum (4:06) is classified as rhyme. Rhyme makes the tagline easy to 
remember. Furthermore, rhyme illustrated in the slogan as stated in datum (4:06) 
(4: 06) 
Durex Performax. Prolong your Climax 
 /pəˈfɔːmæks/    /ˈklaɪ.mæks/  
(4/M-01:47/D-7a/Rh) 
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emphasizes the intention containing in those words. The emphasis on those words 
accentuates the qualities or the benefits the product. Durex Performax is a condom 
designed to give long lasting climax effect for both partners. 
In brief, rhyme makes sentence appear more striking. It also makes easier to 
remember as it resonates in one’s minds. It makes some aspects of the text work 
more memorable. It also conveys a sense of harmony and beauty to audience.   
Overall, repetition has a very important role in advertising language. It is 
commonly found in jingles, slogans, and headlines. Repetition is used to draw the 
readers’ attention. It provides emphasis on a particular point of text. Moreover, it is 
used to link two or more words and ideas in a given context. It creates musical 
effect in the text which enhancing the pleasure of reading and hearing. It guarantees 
the audience to remember the text and recall it at the right moment. Thus, repetition 
is a figure of speech which helpful in attracting and enhancing sales. 
b. Sentence Types 
A basic way of classifying sentences is to look at the way they function. 
The functions can be divided into four types. They are statement, command, 
exclamation, and question. Each is presented below. 
1) Statement 
The function of statement is to describe the products reasonably and 
perfectly. In reference to the data analysis, there are seven occurrences of statement 
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found in Durex advertisements. The examples of statement employed by Durex are 
presented below. 
 
 
 
 
The clause above appears in Durex RealFeel version. This advertisement 
presents an animated black and white couple transform into real people when they 
pick up a pack of Durex RealFeel condom. They seem to have an intercourse. The 
linguistic feature applied in the clause as stated in datum (4:07) is statement. 
Statement applied in the clause as presented in datum (4:07) emphasizes the 
meaning containing in those words. From the given context, the readers know that 
Durex launches a new variant of condom namely Durex RealFeel. Durex briefly 
provides the information about the advantage of Durex RealFeel. This product 
offers the skin on skin feeling sensation for their consumers. The other examples of 
statement are provided below. 
 
 
 
 
 
(4: 08) 
Speeds her up slows him down 
(6/M-00:38/D-11a/S) 
(4: 07) 
Durex RealFeel. Our first condom with the real feeling of skin on skin. 
(2/M-00:25/D-3a/S) 
 
(4: 09) 
New Performax Intense 
(6/M-00:55/D-12a/S) 
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The phrase and the clause presented in data (4:08) and (4:09) appear in 
Durex Synchronizing Pleasure version. The advertisement begins with two 
turntables each playing Marvin Gaye’s Let’s Get It On at different speeds. The 
taglines “speeds her up” appear in the pink vinyl and “slows him down” in the blue 
one. Then, the DJ makes the pink vinyl faster than the blue does. Slowly, the 
turntables become synchronized with each other. The advertisement ends with 
tagline saying “New Performax Intense”. 
The linguistic feature employed in clause as stated in datum (4:08) and 
(4:09) is statement. Statement applied in the phrase and clause presented data 
(4:08) and (4:09) reinforces the meaning containing in those words. From the given 
context, the clause as presented in datum (4: 08) provides the information about the 
benefit of Durex Performax Intense. The advertisement is intended to emulate the 
quality of the new Durex product which is described by Reckitt Benckiser as 
“speeds her up slows him down”. Durex Performax Intense is designed to aid 
mutual climax between couples. Further, the clause as presented in datum (4: 09) 
informs the readers that Durex introduces their new variant condom, namely New 
Performax Intense. 
To sum, all the examples above indicate the use of statement in Durex 
advertisements. Statement is used for explain or describe information related to the 
advertised product. Statement provides the reader with enormous amount of 
information in a short sentence. It is clear enough to show the capability and the 
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quality of the product.  In advertising language, complex sentences are not often 
used because of their obscurity and trickiness. Therefore, statement will be more 
efficient to grab the audience’s attention to the advertised product. 
2) Command 
The advertiser asks the audience to do something dealing with the advertised 
product by using imperative. Based on the data analysis, there five occurrences of 
command found in Durex advertisements. The examples of imperatives are 
illustrated below. 
 
 
 
The clause stated in datum (4:10) above is found in Durex Earth Hour 
version. Durex issues a global wake up call to couples in 2014 with 
#TurnOffToTurnOn campaign. It is an integrated campaign released in association 
with WWF’s Earth Hour. The online commercial shows couples whose 
relationships are diminished by technological addiction. They all become distracted 
by the lure of the gadgets. 
Command is the linguistic feature employed in the phrase as presented in 
datum (4:10). The use of command presented in datum (4:10) is indicated by the 
word enjoy. The word enjoy is categorized as a verb. It means to get pleasure from 
something. Therefore, it can be classified as command. Durex wants to encourage 
(4: 10) 
 
Enjoy earth hour March 29 08:30-09:30 P.M. 
 (1/M-01:28/D-2a/C) 
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and persuade the audience to obey Durex’s intention which presented in the 
command above. This campaign is designed to bring attention to Earth Hour on 
March 29, 2014. The campaign suggests people to turn off non-essential electronics 
at 8:30-9:30 PM as a token of their commitment to the environment. As well as 
promoting, Durex also suggests a possible action to support this event. The 
audience can get closer each other. Due to Durex is a global condom manufacturer, 
Durex implies that the audience can use the time for a safe loving intercourse with 
their partner. In other words, the main intention of Durex is to promote its condom. 
Another example of command can be seen in datum (4:11) below. 
 
 
 
 
The second example of command is found in Durex RealFeel version. The 
advertisement features an animated black and white man and woman. The woman 
takes a pack of Durex RealFeel. They transform from animated characters into real 
people as they become closer 
The linguistic feature applied in the phrase as stated in datum (4:11) is 
command. Command employed in the phrase as stated in datum (4:11) stresses the 
meaning containing in those words. The emphasis on those words reinforces the 
intention of the advertisement. The use of command in datum (4:11) is indicated by 
(4: 11) 
Search Durex RealFeel 
 (2/M-00:30/D-5a/C) 
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the word search. Durex intentionally employs the word search not only because 
Durex wants people to look somewhere for Durex’s product. In this case, Durex 
urges people to buy their product. Another command performed by Durex is 
presented below. 
 
 
 
The clause presented in datum (4:12) above occurs in Durex Mad Dogs 
version. This advertisement sets in white background and features a dog-shaped 
pink condom. Then, the second dog-shaped blue condom comes into the screen. 
The dog pair continues to mate in various positions. Not long after that, the third 
dog-shaped orange condom joins in. There is a suggestion of threesome among the 
dogs. The advertisement ends with the tagline “Get It On” shown across the screen 
and a pack of Durex condom jumping next to it.  
The linguistic feature employed in the phrase as written in datum (4:12) is 
command. Command illustrated in the phrase as stated in datum (4:12) emphasizes 
the meaning containing in those words. The emphasis on those words highlights the 
purposes of the advertisement. The command presented in datum (4:12) is 
presented by the word get. Durex obviously asks their consumers to put on condom 
whenever they have intercourse. 
(4: 12) 
 
Get it on 
 (3/M-00:27/D-6a/C) 
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As mentioned before, persuading is one of the most important functions of 
advertising. The final aim of advertising is to arouse the consumers’ desire and 
make them consume the advertised product. Therefore, imperative sentences which 
usually used for giving orders are extensively used. In conclusion, command 
creates a strong effect to the consumers. It provokes or invites consumers to buy the 
advertised product. Imperative is used to do something related to the marketing 
purpose of the company. In addition, the advertisers should avoid the word buy. 
The word buy gives negative impact toward audience because it impresses too 
coercively. 
3) Exclamation  and Question  
Exclamation and question are not employed by Durex. The ignorance 
towards punctuation marks could be the reason for the absence of exclamation and 
question. Further, question is not applied since Durex provides the product 
information clearly. Durex wants the information is claimed to be true. Meanwhile, 
exclamation is not employed since the providing visual display carries the emotion 
and the feeling expression within the advertisements. 
c. Sentence Structures 
The structure within a sentence can be divided into two, namely ellipsis and 
parallelism. Each is discussed below. 
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1) Ellipsis 
Ellipsis refers to the omission of some words in a sentence which can be 
understood from the context. In reference to the data analysis, there are ten 
occurrences of ellipsis found in Durex advertisements. Presented below is the 
example of ellipsis applied by Durex. 
 
 
 
 The above clause appears in Durex Performax version. The advertisement 
features a white man coming out from the toilet and fastening his tie. After a few 
minutes, a curly haired woman follows him. Both of them enter an elevator. The 
woman neatens her clothes. Suddenly, the man moans loudly as he holds his sex 
organ. Surprisingly, the woman just smiles mysteriously. The advertisement ends 
with tagline “Durex Performax. Prolong your climax”.  
  The linguistic feature employed in the clause as presented in datum (4:13) is 
ellipsis. The clause as stated in datum (4:13) is lack of subject. The complete 
sentence is presented below. 
a. Durex Performax. Prolong your climax (Ellipsis) 
b. Durex Performax. (It) can prolong your climax (Complete sentence)  
  Obviously, sentence A is more brief, eye catching, and forceful than 
sentence B. Ellipsis applied in the clause as stated in datum (4:13) accentuates the 
(4: 13) 
Durex Performax. Prolong your climax 
 (4/M-01:47/D-7c/El) 
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meaning of the whole advertisement. The accent on those words indicates the 
advantages the condom. Durex Performax is a condom designed to help man 
prolong sexual performance. The condom contains a climax control bead in the 
reservoir tip which can be activated by body heat. Another example of ellipsis is 
provided below. 
 
 
 
The above clause occurs in Durex Snail version. Durex promotes the 
Performa condom with a TV advertisement featuring a snail-shaped condom slowly 
making its way across the screen. The advertisement ends with a tagline “Durex 
Perfoma. The delay condom”. 
The linguistic feature employed in the clause as stated in datum (4:14) is 
ellipsis. Based on the analysis, the verb (is) in the clause as stated in datum (4:14) 
is omitted. The advertiser divides the sentence into two clauses. The complete 
sentence might be “Durex Performa is the delay condom”. Ellipsis applied in the 
clause as stated in datum (4:14) emphasizes the purpose of the whole commercial. 
The emphasis on the clause highlights the benefits of the condom. Durex Performa 
is a condom that contains a special lube namely Benzocaine inside the sheath. It 
helps delaying climax and prolonging the duration of the sexual activity. Durex 
(4: 14) 
Durex Performa. The delay condom 
 (7/M-00:40/D-14b/El) 
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needs to communicate this benefit in a simple and memorable way. Another 
example of ellipsis is presented below. 
 
 
 
 
The clause above is found in Durex Protection version. The advertisement 
features four fathers who end up with terrible mess caused by their children. The 
advertisement ends with a tagline “Durex. Protects yourself”. 
The clause presented in datum (4:15) indicates the use of ellipsis. From the 
visuals provided, it can be understood that the omitted part is the subject (it). The 
complete sentence might be “Durex. It can protect yourself”. Ellipsis applied in the 
clause presented datum in (4:15) emphasizes the meaning of the whole 
advertisement. The emphasis on those words highlights the functions of condom. 
Condom prevents a woman become pregnant and to protect man also his partner 
against infectious diseases. 
In brief, ellipsis makes the sentence short and concise. It emphasizes the 
keywords and avoids redundancy. Thus, it becomes quite effective in getting 
messages across the readers. 
 
 
(4: 15) 
Durex protects yourself 
 (8/M-01:01/D-15b/El) 
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2) Parallelism 
Parallelism is a repetition of similar structure in a pair or series of related 
words, phrase, or clauses. In reference to the data analysis, there is only one 
occurrence of parallelism found in Durex advertisements. The use of parallelism is 
presented below. The phrase presented in datum (4:16) below occurs in Durex 
Synchronizing Pleasure version. The advertisement shows two turntables: pink 
vinyl and blue vinyl playing Marvin Gaye’s Let’s Get It On at different speeds. The 
taglines “speeds her up” appear in the pink vinyl and “slows him down” in the blue 
one.  
 
 
 
 
Figure 4. The Phrasal Verb Structure Applied in Durex Advertisements 
The linguistic feature applied in the phrase as presented in datum (4:16) is 
parallelism. Parallelism is performed by the phrasal verb “speeds up” and “slows 
down”. Therefore, it can be categorized as parallelism. Parallelism applied in the 
(4: 16) 
Speeds her up slows him down 
 (8/M-01:01/D-15b/El) 
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phrase as stated in datum (4:16) highlights the purpose containing in those words. 
The emphasis on those words accentuates the purpose of the whole advertisement. 
Durex introduces their new variant product which benefit is described as “speeds 
her up slows him downs”. Durex Performax Intense condom is designed to enhance 
sexual pleasure by encouraging mutual climax. The Performax Intense contains a 
special lubricant to delay man’s climax. Furthermore, it has ribs and dots texture 
that provide extras stimulation to speed up woman’s orgasm. 
 Parallelism gives emphasis and prominence to those words. It keeps the 
coherence of the phrase. The use of parallelism is only by chance since there is only 
one occurrence of parallelism found in Durex advertisement. 
d. Pronoun 
Personal pronouns are often used in an advertisement to show more friendly 
attitudes toward consumers. Based on the data analysis, there are three occurrences 
of pronoun found in Durex advertisements. The use of pronoun is presented below. 
The clause stated in datum (4:17) occurs in Durex RealFeel version. This 
advertisement features an animated black and white lovers turning into more real 
and colorful characters. They experience the real feeling of skin on skin as they use 
Durex RealFeel condom. 
 
 
(4: 17) 
Durex RealFeel. Our first condom with the real feeling of skin on skin 
 (2/M-00:27/D-3d/Pro) 
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The linguistic feature applied in the clause as written in datum (4:17) is 
pronoun. Based on the context, the pronoun our refers to the brand, Durex. Hence, 
the clause as stated in datum (4:17) can be classified as pronoun. Pronoun 
employed in the clause as presented in datum (4:17) emphasizes the effect 
containing in those words. The emphasis on those words accentuates the purposes 
of the advertisement. Durex tries to present personal appeal to their consumers in 
order to persuade them to buy the product. The use of pronoun is also presented 
below. 
 
 
 
The phrase presented in datum (4:18) appears in Durex Synchronizing 
Pleasure version. The advertisement begins with two turntables playing Marvin 
Gaye’s Let’s Get It On at different speeds. There are two vinyls: pink and blue. On 
the pink is written a tagline “speeds her up”. Meanwhile, in the blue vinyl is written 
“slows him down”. The advertisement is intended to emulate the product benefit 
which is described by RB as “speeds her up slows him down”. Durex Performax 
Intense is designed to aid mutual climax for both partners.  
The linguistic feature applied in the phrase as stated in datum (4:18) is 
pronoun. In reference to the context, the pronoun her refers to the female 
consumers of Durex. Meanwhile, the pronoun him refers to male consumers of 
(4: 18) 
Speeds her up slows him down 
 (6/M-00:38/D-11d/Pro) 
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Durex. Therefore, the phrase as illustrated in datum (4:18) can be classified as 
pronoun. Pronoun applied in the clause as stated in datum (4:18) stresses the 
intention of those words. The stressing on the words highlights the intention of the 
advertisement. Durex creates a friend like intimate atmosphere to persuade the 
audience to buy the product. Another example of the use of pronoun is presented 
below. 
 
 
 
 
The clause presented in datum (4:19) illustrates the use of pronoun. It 
appears in Durex Protection version. The advertisement features four fathers who 
end up being hit on their genital organ. The advertisement ends with a tagline 
saying “Durex. Protects yourself”.  
The linguistic feature applied in the tagline as presented in datum (4:19) is 
pronoun. The use of pronoun is indicated by the pronoun yourself. From the given 
context, the pronoun yourself refers to target market of this product, particularly the 
male consumers. Therefore, the clause as presented in datum (4:19) can be 
categorized as pronoun. Pronoun applied in the clause as stated in datum (4:19) 
emphasizes the meaning containing in those words. The emphasis on those words 
highlights the purpose of the advertisement. Durex tries to build a personal 
(4: 19) 
 
Durex. Protect yourself 
(8/M-01:01/D-15c/Pro) 
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intimacy atmosphere to their consumers. Advertisement which goes like talking 
with friends closely links the advertisement with the audience. The audience will 
easily accept a product, service, or idea as if good friends recommend it. 
In conclusion, the use of pronoun tends to shorten the distance between the 
producer and the consumer. The use of personal pronoun helps to create a friend-
like intimacy atmosphere. It helps to narrow the gap between the advertiser and the 
audience. It can be used to move and to persuade the audience. It makes sincere 
promises and honest recommendation. 
e. Puns, Metonymy, Metaphor, Simile, and Synecdoche 
Based on the findings, puns, metaphor, metonymy, simile, and synecdoche 
are not employed by Durex. Pun is figure of speech involving a play upon words. 
Pun is popular among copywriters due to the element of surprise and several 
possible interpretations. Meanwhile, metaphor, metonymy, simile, and synecdoche 
are considered as figurative language. Figurative language is a language that 
departs from the literal meaning in order to achieve a special effect or meaning.  
The writer concludes that the advertiser does not want to create any 
ambiguous meaning in their advertisement. Every sentence is clearly stated without 
more than one intended meaning. In addition, the advertisement are supported by 
the providing visual display in order to make the audience understand the intended 
message in the advertisement. Durex does not let the audience think twice about 
what is said in the advertisement in order to make the advertisement easier to be 
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remembered. Thus, puns, metaphor, metonymy, simile, and synecdoche are not 
found in Durex advertisements. 
2. The Advertising Contexts of Durex Advertisements 
a. Substances 
In Durex Earth Hour version, the talents are nine different couples. 
Meanwhile, there are many props that can be identified such as gadgets, hand-
phone, tablet, play-station, and laptop. Besides, things such as bed, table, chair, 
sofa, lamp, plate, glass, jewellery, a bowl of popcorn, a limo, and a set of TV are 
easily can be seen in the advertisement (see Figure 5). 
1 2 3 
   
Figure 5. The Substances of Durex Earth Hour 
 
The talents in Durex RealFeel version are a young adult man and woman. 
Meanwhile, there are many props which can be identified. They include bed, sofa, 
table lamp, table, painting, and a pack of Durex Real Feel condom (see Figure 6). 
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1 2 3 
   
Figure 6. The Substances of Durex RealFeel 
 
Unlike the other advertisement which employ human as talent, Durex Mad 
Dogs version employs three different colors dog-shaped condoms. They are alive 
as human. In addition, the only prop can be found is a pack of Durex condom (see 
Figure 7). 
1 2 3 
   
Figure 7. The Substances of Durex Mad Dogs 
 
b. Music and Pictures 
The visuals provided in Durex Earth Hour imply certain meanings. Durex 
Earth Hour version gives a clear capture of today’s relationship. Their growing 
obsession with phones, laptops, TVs and Tablets is not bringing them closer 
together. This advertisement is released on March 19, 2014 in United Kingdom. It 
is created by TMW agency. TMW agency is a leading digital marketing and 
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integrated communications agency based in London. This advertisement is written 
by Laura Parker and directed by Charlie Philips. The production of Durex Earth 
Hour is based on data shown 12% people have answered their phones during sex. 
Further, Twitter users are likely to have shorter relationship compared to non-users. 
Thus, the data lead them to conclude that technology has actually drawn people 
away from each other. 
This commercial shows a number of couples doing their daily activities 
such as eating, watching television, and hanging out. Yet, they all are busy with 
their gadgets. Eventually, all couple reunite and switch off their gadgets and 
devices that seem taking their lives. This commercial ends with the tagline 
#TurnOffToTurnOn followed by an advert for Earth Hour on March 29, 2014 at 
8:30-09:30 PM. 
1 2 3 
   
Figure 8. The Pictures of Durex Earth Hour 
 
Durex comes up with a perfectly planned strategy prior to Earth Hour which 
will be held on Saturday March 29th at 8:30 to 9:30 P.M. Durex tries to whip 
everyone up to spend the hour at 8:30 to 9:30 P.M. in bed without any lights on 
including those who come from the screen of devices. Earth Hour is a perfect 
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campaign that is suitable to get across that message. Earth Hour provides the 
opportunity for couples to reconnecting with their partner while the lights are off. 
By associating with Earth Hour, this brand gives people a sure shot reason to have 
more sex. The pop song entitled I Can’t Help Myself (Sugar Pie Honey Bunch) 
sang by Fiona O’Kane, a Northern Irish singer becomes the soundtrack of this 
advertisement. 
Meanwhile, the visuals provided in Durex RealFeel version give strong 
emphasis on the benefit of the product. This advertisement features an animated 
black and white couple. They transform to be more colorful and real characters as 
the woman take a pack of Durex RealFeel condom. They fondle each other and 
seem to have a sexual intercourse. The voice-over states “Durex Real Feel the real 
feeling of skin on skin there is nothing quite like it. Now every touch can feel more 
real with Durex Real Feel our first condom with the real feeling of skin on skin”. 
1 2 3 
   
Figure 9. The Pictures of Durex RealFeel 
This advertisement is created by Havas Worldwide Agency in London.  
Durex tries to convince people about the advantage of their new product. Durex 
RealFeel is ultra-thin condom enriched with polyisoprene non-latex condom, 
engineered to provide natural skin on skin feeling for latex sensitive users. This 
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condom promises the consumers the real feeling as if they do not wear condom. 
Durex knows that consumers look for the safety confidence. They also do not want 
to miss the enjoyment of the real feeling of skin on skin during sex. A song entitled 
I can’t get you out of my mind sang by Miss Li becomes the back-sound of this 
advertisement. 
Further, Durex Mad Dogs version is created by Fitzgerald&CO in Atlanta. 
It sets in white background and features three different colors of dog-shaped 
condoms. At first, a dog-shaped pink condom and the blue one come to the screen. 
The dog pair continues to mate in various positions. Then, the third dog-shaped 
orange condom joins in. There is a suggestion of threesome among the dogs (see 
Figure 10). 
1 2 3 
   
Figure 10. The Pictures of Durex Mad Dogs 
 
The advertisement ends with the tagline “Get it on” shown across the screen 
and a pack of Durex condom jumps in next to it. The only sound is the squeaking 
of the three dog-shaped condoms rubbing together. The squeaking noise is 
representation of sex and sexual activities. It signifies the intensity of pairs mating 
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by speeding up and slowing down. This squeaking is perceived in a comical light 
and sets the tone for the rest of the advertisement. 
c. Paralanguage 
As depicted in Figure 11, all the gestures and facial expressions show 
ignorance. The couples are too obsessed with smart-phones, tablets, and other 
devices. This means people forget to pursue or appreciate the precious moment in 
life such as taking a walk with their partner without having the need to texting, 
checking facebook, or uploading picture. In addition, this part shows that there is an 
absence of sexual interaction. The technology pushes them apart. The truth is that 
people need to realize that these online social network sites and gadgets are ruining 
their togetherness. They neglect beautiful moment they can have together. 
1 2 
  
Figure 11. The Paralanguage of Durex Earth Hour 
 
As the advertisement runs, all couple turns to be more romantic. Their 
hands brushing and it reminds them of their partners. Eventually, they become 
engrossed with each other after the lights and devices are turned off (see Figure 
12). 
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1 2 
  
Figure 12. The Paralanguage of Durex Earth Hour 
 
1 2 4 
   
Figure 13. The Paralanguage of Durex Earth Hour 
 
Physical touch and intimacy are extremely important for the connection of 
feeling in people’s relationship. Figure 13 shows that kissing and hugging may 
become the trademark of romance in many parts of the world.  Kiss talks about 
passion, lust, and an erotic display of love. There is no other hidden meaning.  Kiss 
is a symbol of how sexual and passionate a couple is. Hugging might be the most 
widespread way of showing care. Similar to kissing, hugging is a ritual that has 
been around people for a long time. The exact origin of this gesture is unclear. Yet, 
people assume that they were born with the knowledge and desire to hug their 
loved ones.  
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In addition, the way all the endorsers dressed reflects most adolescent’s 
style of dressing. Most adolescent likes wearing casual clothes instead of formal 
ones. Based on the typeface, the closest font used for Durex’s logo is white Century 
Gothic. White is neutral. It is associated with purity, goodness, cleanliness, and 
chastity. In addition, blue is the dominant color used. It is often associated with the 
coolness of the sea and sky. It may stimulate feeling of trust, security, order, and 
cleanliness. Blue also represents the theme of this advertisement, “a global wake up 
from Durex” since the dominant color of earth is blue and white. In addition, the 
writing of ‘symbol off’ in the word ‘off’ indicates certain meaning. The symbol of 
“off” emphasizes that Durex suggests people to participate in the Earth Hour by 
turning off all kind of devices and unnecessary lights (see Figure 14). 
 
Durex Century 
Gothic 
 
#TURNOFFTOTURNON 
ENJOY EARTH HOUR 
MARCH 29 8:30PM-9:30PM 
 
Dotum 
Figure 14. The Paralanguage of Durex Earth Hour 
 
In Durex RealFeel version, Figure 15 depicts that the woman invites the 
man to come closer. She wants the man to come and to follow her. Extending the 
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index finger and curling its tip means beckoning someone to come nearer. People 
usually use this gesture when call someone or try to seek attention. 
 
Figure 15. The Paralanguage of Durex RealFeel 
 
 
Figure 16. The Paralanguage of Durex RealFeel 
 
Lip says a lot of things without words. There are many ways to squeeze the 
lips to create various mouth expressions. As can be seen in Figure 16, the woman 
bites her lower lip. Yet, biting lips have a few different meaning. It depends on the 
context. Figure 16 implies that biting the lips can be flirtatious and sexy. The bite 
emphasizes the fullness of the lips. Women know that a woman may bite her lip 
around a sexy man. It means that she is interested about being around him. Further, 
she tries to flaunt her feminine lips so that the man will get excited too. Moreover, 
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Figure 17 depicts that the man’s lips are parted. Parted lips can be a strong flirting 
signal. 
1 2 
  
Figure 17. The Paralanguage of Durex RealFeel 
 
1 2 
  
Figure 18. The Paralanguage of Durex RealFeel 
 
The eyes are the first thing people look for in the face. Figure 18 illustrates 
that they glance each other. It shows that there is an intimacy between them. 
Glancing for a prolonged period of time could indicate sexual attraction and lust. 
Moreover, kissing and touching partner’s face may show a genuine romantic 
interest and slow seduction. 
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Furthermore, enlarged pupil can be an indicator that a person is interested in 
you. Figure 19 depicts that the woman’s pupil enlarges as she sees the man. The 
woman also raises her eyebrows to exposes her eyes. Raised eyebrows can be a 
signal of attraction. 
 
Figure 19. The Paralanguage of Durex RealFeel 
 
 
 
 
 
Durex RealFeel 
Our first condomwith the real 
feeling of skin on skin 
 
 
 
Century 
Gothic 
 
love sex  
durex  
 
 
Century 
Gothic 
 
Search Durex RealFeel  
 
Dotum  
Figure 20. The Paralanguage of Durex RealFeel 
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In addition, Figure 20 presents that the closest font used for Durex’s logo is 
white Century Gothic. White is neutral. It is associated with purity and goodness. 
On the other hand, red is the dominant color used in Durex RealFeel version. It is 
strong and emotional color. Red highly contrasts with white. Red attracts attention 
more than other colors. It is usually associated with danger, anger, enthusiasm, 
excitement, and love. Employing this color, the advertiser is going to present the 
image of the product with enthusiasm sense as well as bringing spirit of goodness, 
love, and excitement. Further, red can promote expectation and quick decision 
making. 
Furthermore, in Durex Mad Dogs version, all the gestures indicate different 
sexual intercourse positions. Durex is more open to other sexual orientation that 
different from the normative notions of heterosexual. In this case, sexual 
orientation is depicted in a positive manner (see Figure 21). 
1 2 3 
   
4 5 6 
   
Figure 21 The Paralanguage of Durex Mad Dogs 
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In addition, colors are used as a way of gendering the different sexes. The 
dog-shaped pink condom is the representation of female. Meanwhile, the blue one 
is the representation of male. Moreover, the dogs mate in animal instinct style. The 
male dog sniffs the female scent (see Figure 22). 
1 2 
  
Figure 22. The Paralanguage of Durex Mad Dogs 
 
The third dog-shaped orange condom joins the pink and blue dogs. In this 
case, Durex plays with sexual orientation. The dog-shaped orange condom may 
represent as an individual who could be perceived as a man (see Figure 23). Figure 
23 clearly shows that there is a suggestion of male sexual activity between the dog-
shaped blue and orange condoms. It depicts bisexual or homosexual activity. Durex 
is not trying to send a negative message to its consumers. Durex subtly explains 
that sex can be enjoyed more if it is practiced safely. 
  
Figure 23. The Paralanguage of Durex Mad Dogs 
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In addition, the probably closest font used for the tagline is blue Franklin 
Gothic Demi Cond. In many ways, blue presents the coolness of the sea and sky. It 
may raise the sense of security and trust in a brand. The background dominates in 
white (see Figure 24). 
 
 
Get it on. 
 
 
 
Franklin Gothic Demi 
Cond 
Figure 24. The Paralanguage of Durex Mad Dogs version 
 
d. Situation 
As depicted in Figure 25, Durex Earth Hour version sets in evening and 
dark time. Evening and dark time are used to indicate the time during Earth Hour is 
going on. It explains the action of turning the lights off. It takes place both indoor 
and outdoor. This advertisement takes place in several locations.  
   
Figure 25. The Situation of Durex Earth Hour 
 
The indoor situations take place e in a private room, in a dining room, in a 
living room, in a fast-food restaurant, in a jewellery store, inside a train, and inside 
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a limo. Meanwhile, the outdoor situations set in a beach and in an amusement park 
(see Figure 26). 
1 2 3 
   
4 5 6 
   
7 8  
  
 
Figure 26 The Situation of Durex Earth Hour 
 
Moreover, this advertisement also takes place in several famous building 
around the world such as Petronas Tower, Sydney Opera House, Taj Mahal, 
Empire State Building, Big Ben, Parthenon, and Oriental Pearl Tower (see Figure 
27). 
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1 2 3 
 
 
 
 
 
 
 
4 5 6 
 
 
  
7 
 
Figure 27 The Situation of Durex Earth Hour 
 
Different from the previous one, Durex RealFeel version takes place in 
indoor situation. It sets in a private room. The room is decorated in modern design 
and dominated in brown. The atmosphere is calm, quite, and warm (see Figure 28). 
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1 2 3 
   
Figure 28 The Situation of Durex RealFeel 
 
Unlike the other advertisement, Durex Mad Dogs version takes place in a 
plain white background. The background indicates that the focus of the image is on 
the three dog-shaped condoms. The only sound is the squeaking of the condom 
rubbing together (see Figure 29). 
 
Figure 29 The Situation of Durex Mad Dogs 
 
e. Co-text 
In Durex Earth Hour version, the co-text appears in the end of the 
advertisement (see Figure 30). In Durex RealFeel, the co-text can be found in the 
end of the advertisement (see Figure 31). Similarly, the co-text of Durex Mad Dogs 
appears in the end of the advertisement (see Figure 32). Co-text helps the audience 
to get the intended messages in the advertisement. 
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Figure 30 The Co-text of Durex Earth Hour version 
 
 
  
Figure 31 The Co-text of Durex RealFeel  
 
 
Figure 32 The Co-text of Durex Mad Dogs 
 
f. Inter-text 
Durex Earth Hour version is clearly associated with Earth Hour event. 
Earth Hour is a global WWF climate change initiative. It is an event aims to create 
awareness of people taking responsibility towards a sustainable future by turning 
the lights off about an hour. 
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In addition, Durex RealFeel reflects that condom is associated with sex life. 
Condom is a thin rubber covering which a man wears on his sexual organ during 
sex to prevent unintended pregnancy or to protect him or his partner against 
infectious diseases. 
Meanwhile, in Durex Mad Dogs version, dogs play on the stereotypical and 
comical discourse of animal which have rampant sex. Therefore, it suggests that a 
couple can have fun and pleasure in the bedroom just like the dogs represented and 
be safe at the same time. 
g. Participants 
Participants of advertising discourse are described as senders, addressers, 
addressees, and receivers. The sender of the advertisement is Reckit Benckiser. 
Reckit Benckiser is the owner of Durex. Furthermore, the addressers in Durex 
Earth Hour version are nine different couples. Meanwhile, Durex RealFeel version 
employs a man and a woman. On the other hand, Durex Mad Dogs version does not 
employ humans as the addressers. It utilizes three different colors dog-shaped 
condoms. Meanwhile, the receiver of the advertisement can be anyone who 
watches the advertisement. Meanwhile, the addressees are young adults who are 
sexually active, and the secondary target is young adults in the age of 18-35 years 
old. 
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h. Function 
The main function of these advertisements is to support the marketing 
activity of Durex, especially related to its new products. The next function is to 
urge people to use condom for a fun and pleasurable sexual experience. Condom 
has had a negative connotation because of the unwanted pregnancy and STDs, but 
Durex changes the whole meaning of using condom. 
3. The Communicative Functions of Durex Advertisement 
In general, advertising performs four basic communicative functions. 
Overall, the analyzed Durex advertisement fulfills all those communicative 
functions. Each is explained below. 
a. Building awareness of products and brands 
Advertising is essential for many businesses to attract people. Also, 
advertising helps a company to establish its identity and increase its brand 
awareness. Advertising initially makes an impression to people. The impression 
results in awareness. In other words, the consumer recognizes the product or brand. 
After an advertisement has run, people may not be able to remember much about 
the product. Yet, people are aware of having seen the advertisement or heard the 
brand. Awareness strengthens memory. The messages of an advertisement need to 
be remembered and recognized by the audience. 
The phrases and the clauses as presented in data (4:01), (4:02), (4:03), 
(4:04), (4:05), and (4:06) indicate the use of alliteration, assonance, and rhyme. 
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Alliteration, assonance, and rhyme are applied to make the taglines memorable. 
They are the technique used in advertisement to enhance memory. Advertisement 
may attract audience’s attention by unexpected parallelism in sounds (not just 
spelling), especially repetition of consonant (alliteration). Alliteration, assonance, 
and rhyme are able to enhance recall in advertisement. They can be used as a 
mnemonic device. This mnemonic device is a gimmick used in advertisement to 
dramatize the product benefit and make it memorable. 
 In datum (4:01), alliteration is presented by the repetition of consonant 
sound /t/ in the words turn /tз:n/ and to /tu:/. Thus, the tagline “Turn Off To Turn 
On” will be quickly noticed as the audience reads the phrase. Alliteration allows 
the advertiser to place important ideas and messages in strategic position 
throughout the writing. It makes the audience focus on those particular words. It 
allows them remain in audience’s memory for a long time. Furthermore, alliteration 
is used to emphasis and to make sentences more pleasing to ear, catchy, and 
memorable.  
In datum (4:04), assonance is presented by the repetition of vowel sounds 
/ɪə/, /i:/, /ɒ/, and /ɪ/. The vowel sound /ɪə/ is repeated as in the word real /rɪəl/. The 
repetition of vowel sound /i:/ happens as in the words feel /fi:l/ and feeling /'fi:.lɪŋ/. 
In addition, the vowel sound /ɒ/ as in the words of /ɒf/ and on /ɒn/ is also repeated. 
Lastly, the repetition of vowel sound /ɪ/ occurs as in the words with /wɪð/ and skin 
/skɪn/. Thus, the tagline “Durex RealFeel. Our first condom with the real feeling of 
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skin on skin” becomes memorable. Assonance can emphasize a topic. It also makes 
sentence easier to learn. It is useful in advertising as it sticks in the audience’s 
minds. Assonance creates internal rhyme. It makes the words more memorable. 
Furthermore, in datum (4:05), rhyme is presented by the repetition of same 
ending sound /eks/ as in the words sex /seks/ and Durex /'djʊә.reks/. The tagline 
“Love sex. Durex” appears more striking. Rhyme makes easier to remember as it 
resonates in one’s minds. It makes some aspects of the text work more memorable. 
It also conveys a sense of harmony and beauty to audience.   
Overall, alliteration, assonance, and rhyme give a certain effect to the 
readers. They are used to draw the reader’s attention. They are commonly found in 
jingles, slogans, and headlines. The continuous repetition of slogans, brands, and 
product names contributes to the recall of a certain product. Alliteration, assonance, 
and rhyme make a brand and its product easier to be memorized and to be 
understood. It stays longer in audience’s mind. Moreover, alliteration, assonance, 
and rhyme are used to link two or more words and ideas in a given context. They 
create musical effect in the text which enhancing the pleasure of reading and 
hearing. They guarantee the audience to remember the text and recall it at the right 
moment. Thus, audience is aware that a certain brand or product is available.  
b. Creating a brand image 
The second communicative function of advertisement is creating a brand 
image. Brand is the identification that differentiates one business from another. 
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Image can be defined as the mental impression which is constructed by consumers 
for a product. A brand image is simply an impression of the brand developed over a 
period of time in the audience’s mindset. A good image will make the product more 
popular and increase the product selling. Therefore, a good advertisement should be 
able to make image for the product. Every brand tries to create an image that will 
impact to its company and products. Usually, the company spends lots of money 
and implements many creative ideas.  
A brand image is developed over time through advertising campaigns with a 
consistent theme. DUREX stands for Durability, Reliability, and Excellence. Based 
on the seven analyzed advertisements, Durex claims to be a fun, romantic, sensual, 
exciting, and exhilarating experience brand. Durex moves forward with its vision to 
become the world’s number one authority on sexual wellbeing. Durex comes with 
many variants of condoms. Each condom offers different benefit and effect for its 
user. Condom has had a negative connotation because of the unwanted pregnancy 
and STDs. Recently, Durex changes the whole meaning of using condom. Durex 
intentionally produces many variant of condoms to inspire people having better 
sex. 
 In reference to the data analysis, Durex RealFeel version presents a 
condom designed to give its users the skin on skin feeling for a natural sensation. 
Therefore, the customers feel as if they do not wear condom. Durex Snail version 
introduces a variant of condom, namely Durex Performa. Durex Performa is a 
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condom that contains a special lube, namely Benzocaine inside the sheath. It helps 
delaying climax and prolonging the duration of the sexual activity. Durex 
Synchronizing Pleasure version introduce a variant of condom, namely Durex 
Performax Intense. This condom contains climax-controlling lube to slow down 
man’s orgasm. This condom also has ribbed and dotted texture that provides extra 
stimulation for woman. In addition, Durex Performax version presents a variant of 
condom, namely Durex Performax. This condom is designed to give long lasting 
climax effect for both partners.  
Meanwhile, Durex Earth hour version, Durex Protection version, and Durex 
Mad dogs version are more positive in their representation of sex. The physical 
action of sex is described as fun and playful activity. Durex focuses on its designs 
and messages around the sexual discourse of fun and pleasure. This is done as a 
way of making Durex’s products look fun and enjoyable. Therefore, it makes 
consumers want to buy Durex’s products. Furthermore, Durex introduces a new 
brand signature to mark a shift in strategy from protection and prevention brand to 
a stronger emotional brand. Durex hopes that the new “Love sex. Durex” brand 
signature will shift perception of the brand by driving associations with sexual 
emotion. Thus, their consumers will truly enjoy healthy and pleasurable sexual 
lives.  
In conclusion, a brand image is a set of associations that a person makes 
with a company, product, or service. Durex positions itself to build a stronger 
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emotional connection with its consumers. Durex provides its consumers a 
pleasurable sexual experience. It focuses on being appealing to the youth who want 
to enjoy the physical act. In addition, anyone can just use Durex condom regardless 
of their sexual orientation. Hence, Durex stresses on brand images of health sex 
initiatives, free and enjoyable life, the search for love and happiness, and 
responsibility in relationship. 
c. Providing product and brand information 
Advertising provides information about products and brands. Usually, the 
information includes the facts about product performances and features such as 
size, price, construction, benefit, and design. Information in advertisement is 
formed by statements. Statement purposes to give information about the brand and 
its product to the readers. The clauses as illustrated in data (4:07) and (4:09) clearly 
give information related to the brand and its product. The audience is informed that 
Durex has launched its new product namely Durex RealFeel and Durex Performax 
Intense. Thus, statement is often used when launching a new product. The objective 
is to develop initial demand for good and service. The advertisers should have 
enough information to motivate the audience to take an action. 
In addition, the phrase as presented in datum (4:08) gives information of the 
quality and benefit of Durex Performax Intense. In providing the information 
related to the brand and its product, advertiser commonly uses ellipsis and 
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parallelism. Ellipsis and parallelism can be used to avoid redundancy and to give 
prominence to a message. 
Moreover, ellipsis and parallelism help the audience to catch the main point 
of advertisement. The clause as presented in data (4:13), (4:14), (4:15), and (4:16) 
provide information and function of Durex’s product in short and brief explanation. 
The clause as presented in data (4:13) and (4:14) explains the benefit of the product 
in brief description. Meanwhile, the clause as stated in datum (4:15) informs the 
function of condom. Further, the phrase as stated in datum (4:16) gives information 
about the qualities of the product. 
In conclusion, informative advertisement will tell the audience and 
marketplace about the company and its products. The advertiser should provide 
enough and brief information. In providing the information, long sentences often 
confuse the readers to catch the main point of the advertisement. Simple statements 
are often used to describe the product. Ellipsis and parallelism make the sentence 
short and concise. It emphasizes the keywords and avoids redundancy. Thus, it 
becomes quite effective in getting messages across the readers. 
d. Persuading people and providing incentive to take action 
Persuasion is the conscious intent of advertising to influence or motivate 
audience to believe or do something. Advertising attempts to develop and change 
behavior. Behavior is the action response toward advertising. It can involve a 
number of actions such as trying or buying a product. As well as other forms of 
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actions such as making contact with the advertiser, visiting the store, and accessing 
the website.  
The phrase as stated in datum (4:10) indicates a command. Command is 
presented by the word enjoy. Durex wants to encourage and persuade the audience 
to obey Durex’s intention as presented in the command. Durex invites people 
involve in Earth Hour by saving non-essential electric energy. Further, the word 
enjoy directly commands audience to spend more time with their partner while the 
Earth Hour is going on.  
Moreover, the phrase as presented in datum (4:11) also shows the use of 
command. Command can be identified by the word search. Durex suggests the 
audience not only to look the product, but also buy it. It has similar meaning to 
“buy it now” or “grab it fast”. Another example of command can also be found in 
datum (4:12). Command is presented by the word get. The phrase as stated in 
datum (4:12) encourages people to have more safe sex with their partner.  
The use of command performs the persuasive effect to the readers. The 
reader is unconsciously motivated or persuaded to obey the writer’s intention 
presented in an order. The chief function of imperative is to appeal to anyone who 
reads it. The imperative usually intends to ask for, choose, trust, have, try, use, 
enjoy, taste, and feel. It aims to change the consumer’s behavior from one product 
to another. Furthermore, the clauses and phrases as stated in data (4:17), (4:18) and 
(4: 19) indicate the use of personal pronoun. Pronoun in datum (4:17) is presented 
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by the word our. It refers to Durex as the brand name. In addition, the phrase as 
presented in datum (4:18) also indicates the use of personal pronoun: “her” and 
“him”. Both of them refer to the target marketing of Durex. Moreover, the clause as 
stated in datum (4:19) illustrates the use of personal pronoun. The personal pronoun 
is presented by the word “yourself”. “Yourself” refers to the target marketing of 
Durex.  
Therefore, the use of personal pronoun helps to create a friend-like intimacy 
atmosphere to move and persuade the audience. It helps to narrow the gap between 
the advertiser and the audience. It makes sincere promises and honest 
recommendation. The audience will easily accept products, services, and idea as if 
a good friend recommends them.  
In conclusion, all the imperatives and pronouns used by Durex persuade the 
readers to buy the advertised product. The use of imperative and pronoun create a 
strong effect to the consumers. They are used to provoke or to invite consumers to 
buy product. In addition, the advertisers should avoid the word buy. The word buy 
gives negative impact toward audience. 
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CHAPTER V 
CONCLUSION AND SUGGESTIONS 
 
This chapter deals with two issues, namely conclusion and suggestions. 
Each is presented below 
A. Conclusion 
There are three objectives of this research: (1) to identify the linguistic 
features employed in Durex advertisements, (2) describe the advertising contexts of 
Durex advertisements, and (3) to reveal the communicative function of Durex 
advertisements. The results of the research can be summarized as follows. 
In reference to the first objective of the research, there are eight types of 
linguistic features employed in Durex advertisements. They are alliteration, 
assonance, rhyme, statement, ellipsis, parallelism, command, and pronoun. Of the 
eight types, ellipsis is the most often occurring type. In other words, Durex wants to 
provide the information of their products briefly. Moreover, ellipsis makes the 
sentence short and concise. Complex sentences confuse the readers to catch the 
main point of the advertisement. Therefore, ellipsis becomes an effective way in 
getting messages across the audience. 
In relation to the second objective of the research, the advertising contexts 
can be classified into eight categories. They are substances, pictures and music, 
paralanguage, situation, co-text, inter-text, participants, and function. The eight 
categories of advertising contexts can be identified in Durex advertisements. It 
implies that contexts take an important role in advertising. The contexts of 
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advertisement determine the way audience perceive the intended messages in the 
advertisement. In addition, it helps audience to interpret the meaning of the 
advertisement. 
Furthermore, with regard to the last objective of the research, advertisement 
performs four general communicative functions. Based on the analysis, Durex 
fulfills all the four communicative functions of advertising. It implies that all forms 
of advertising deliver messages to consumers. Advertising allows people to know 
the new product, to make impression on consumer’s mind, to maintain positive 
attitudes toward the brand, to form a strong motivation to take an action, and to 
establish a strong brand loyalty for repeated purchases. 
B. Suggestions 
In reference to the findings and discussion of the research above, the 
following presents some suggestions to some parties. 
1. To Students of English Department 
To English students especially those majoring linguistics are suggested to 
pay more attention in discourse analysis. By studying discourse analysis, students 
can recognize and uncover the phenomenon of language. It is important for the 
students to know the meaning of an advertisement. Thus, it avoids the students 
misinterpreting the message of an advertisement. Further, students should be aware 
of cultures depicted in an advertisement because not all cultures are appropriate to 
follow in different society. 
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2. To English Lecturers 
In fact, an advertisement is a rare material in the English Letter Program. 
Lecturers might use advertisement as a material in teaching discourse analysis for 
students. Besides, lecturers can use advertisement as a tool to introduce the real use 
of language in advertising field. Students will find out the way advertisement 
influence and persuade people. Further, it helps students to enhance their 
vocabulary. 
3. Other Researchers 
There are many researchers who have conducted research on discourse 
analysis. Yet, there are still many interesting topics under discourse analysis which 
have not been analyzed. Future researchers are expected to conduct analysis on 
other types of advertisement such as leaflet, banner, and radio advertisement. 
Another suggestion is to analyze a similar type of advertisement by using different 
theories.
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Appendix A. The Data Sheet of Linguistic Features Employed By Durex Advertisements 
Note of Abbreviation 
1. Repetition 
a. Al : Alliteration 
b. As : Assonance 
c. Rh : Rhyme 
2. Sentence Type 
a. S : Statement 
b. E : Exclamation 
c. Q : Question 
d. C : Command 
 
3. Sentence Structure 
a. Pl : Parallelism 
b. El : Ellipsis 
 
4. Pun 
a. P : Polysemy 
b. H : Homonymy 
 
5. Pro : Pronoun 6. Mt : Metonymy 
7. Mp : Metaphor 8. Si : Simile 9. Sy : Synecdoche 
 
Code 
 
 
 
 
Data 
S
u
b
 D
a
ta
 
Linguistic Features of Advertising Language 
Repetition Sentence 
Type 
Sentence 
Structure 
Pun Pro Mt Mp Si Sy  
Al As Rh S E Q C El Pl P H      
1/M-01:27/D-1a/Al Turn off to turn on 1a                  
1/M-01:27/D-1b/As Turn off to turn on 1b                  
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Code 
 
 
 
 
Data 
S
u
b
 D
a
ta
 
Linguistic Features of Advertising Language 
Repetition Sentence 
Type 
Sentence 
Structure 
Pun Pro Mt Mp Si Sy  
Al As Rh S E Q C El Pl P H      
1/M-01:27/D-1c/El Turn off to turn on 1c                  
1/M-01:27/D-1d/S Turn off to turn on 1d                  
1/M-01:28/D-2a/C Enjoy earth hour March 29 
8:30PM-09:30 PM 
2a                   
1/M-01:28/D-2b/El Enjoy earth hour March 29 
8:30PM-09:30 PM 
2b                  
2/M-00:25/D-3a/S Durex real feel. Our first 
condom with the real feeling of 
skin on skin 
3a                  
2/M-00:25/D-3b/El Durex real feel. Our first 
condom with the real feeling of 
skin on skin 
3b                  
2/M-00:25/D-3c/As Durex Real Feel. Our first 
condom with the real feeling of 
skin on skin 
3c                  
2/M-00:25/D-3d/Pro Durex real feel. Our first 
condom with the real feeling of 
skin on skin 
3d                  
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Code 
 
 
 
 
Data 
S
u
b
 D
a
ta
 
Linguistic Features of Advertising Language 
Repetition Sentence 
Type 
Sentence 
Structure 
Pun Pro Mt Mp Si Sy  
Al As Rh S E Q C El Pl P H      
2/M-00:29/D-4a/Rh Love sex Durex 4a                  
2/M-00:29/D-4b/C Love sex Durex 4b                  
2/M-00:29/D-4c/El Love sex Durex 4c                  
2/M-00:30/D-5a/C Search Durex real feel 5a                  
3/M-00:27/D-6a/C Get it on.  6a                  
3/M-00:27/D-6b/El Get it on 6b                  
4/M-01:47/D-7a/Rh Durex Performax. Prolong 
your climax 
7a                  
4/M-01:47/D-7b/S Durex Performax. Prolong your 
climax 
7b                  
4/M-01:47/D-7c/El Durex Performax. Prolong your 
climax 
7c                  
5/M-00:38/D-8a/S Speeds her up slows him down 8a                  
5/M-00:38/D-8b/Al Speeds her up slows him down 8b                  
5/M-00:38/D-8c/El Speeds her up slows him down 8c                  
5/M-00:38/D-8d/P Speeds her up slows him down 8d                  
5/M-00:38/D-8e/Pro Speeds her up slows him down 8e                  
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Code 
 
 
 
 
Data 
S
u
b
 D
a
ta
 
Linguistic Features of Advertising Language 
Repetition Sentence 
Type 
Sentence 
Structure 
Pun Pro Mt Mp Si Sy  
Al As Rh S E Q C El Pl P H      
5/M-00:55/D-9a/S New Performax Intense 9a                  
5/M-00:57/D-10a/Rh Love sex Durex 10a                  
5/M-00:57/D-10b/C Love sex Durex 10b                  
5/M-00:57/D-10c/El Love sex Durex 10c                  
6/M-00:40/D-11a/S Durex Performa. The delay 
condom 
11a                  
6/M-00:40/D-11b/El Durex Performa. The delay 
condom 
11b                  
7/M-01:01/D-12a/S Durex protects yourself 12a                  
7/M-01:01/D-12b/El Durex protects yourself 12b                  
7/M-01:01/D-12c/Pro Durex protects yourself 12c                  
TOTAL 2 2 3 7 0 0 5 10 1 0 0 3 0 0 0 0 
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Appendix B. The Data Sheet of Advertising Contexts of Durex Advertisements 
 
1. Durex Earth Hour  
 
No The 
Advertising 
Contexts 
Explanation 
a. Substances The talents are nine different couple. Meanwhile, the props include 
gadgets; hand-phone, tablet, play-station, and laptop. Besides, things 
such as bed, table, chair, sofa, lamp, plate, glass, a bowl of popcorn, a 
limo, and a set of TV can be seen in the advertisement. (see Figure 5 
page 72). 
b. Music and 
Pictures 
This advertisement begins with a number of couples doing their daily 
activities such as eating, watching TV, hanging out, and even sitting 
next to each other. Yet, they only focus onto their gadgets. Towards the 
end of the advertisement, they turn off their gadgets and turn their 
attention to each others. To emphasize the message, the advertiser puts 
a tagline saying #TurnOffToTurnOn at the very end. The pop song 
entitled I Can’t help Myself (Sugar Pie Honey Bunch) sang by Fiona 
O’Kane becomes the soundtrack of this ads (see Figure 8 page 74).  
I Can’t Help Myself (Sugar Pie Honey Bunch) is a 1965 hit song 
originally recorded by the Four Tops. This acoustic version gives a 
romantic atmosphere to the advertisement. It perfectly blends with the 
intended message of the advertisement. 
c. Paralanguage In the very beginning of the ad, all the gesture and facial expression 
show ignorance. The couples are too obsessed with their gadgets (see 
Figure 11 page 77). Physical touch and intimacy are extremely 
important for the connection of feeling in people’s relationship. Kissing 
and hugging probably becomes the trademark of romance in many 
parts of the world (see Figure 12 and Figure 13 page 78). 
Further, the way all the couples dressed indicates adolescent’s style of 
dressing. In addition, the closest typefaces used are Century Gothic and 
Dotum. Meanwhile, the ad dominates in blue and white (see Figure 14 
page 79). 
d. Situation The ad sets is evening and dark time. It takes place both in indoor and 
outdoor situation (see Figure 25, Figure 26, and Figure 27 page 85-87). 
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No The 
Advertising 
Contexts 
Explanation 
e. Co-text Durex #TurnOfftoTurnOn. Enjoy Earth Hour March 29 08:30pm-
09:30pm (see Figure 30 page 88). 
f. Inter-text Earth Hour is a global WWF climate change initiative. 
g. Participants The sender is Reckitt Benckiser. The receiver can be anyone who 
watches the advertisement. The addressers are nine different couples. 
The addressees are people who are sexually active and the second 
target is young adult in the age of 18-34 years old. 
h. Function The main function is to support the market promotion of Durex.  
 
2. Durex RealFeel  
 
No The 
Advertising 
Contexts 
Explanation 
a. Substances The talents in Durex RealFeel version are a young adult man and 
woman. Meanwhile, the props include bed, sofa, table lamp, table, 
painting, and a pack of Durex Real Feel condom (see Figure 6 page 73). 
b. Music and 
Pictures 
This advertisement features an animated black and white couple. They 
transform to be more colorful and real characters as the woman takes a 
pack of Durex RealFeel condom. They fondle each other and seem to 
have a sexual intercourse. The voice-over states “Durex Real Feel the 
real feeling of skin on skin there is nothing quite like it. Now every 
touch can feel more real with Durex Real Feel our first condom with the 
real feeling of skin on skin”. The song entitled I Can’t Get You Out of 
My Mind sang by Miss Li becomes the back-sound of this 
advertisement (see Figure 9 page 75). 
c. Paralanguage In Durex RealFeel version, the woman invites the man to come closer. 
She wants the man to come and to follow her. Extending the index 
finger and curling its tip means beckoning someone to come nearer. 
People usually use this gesture when call someone or try to seek 
attention (see Figure 15 page 80).  
Lip says a lot of things without words. There are many ways to squeeze 
the lips to create various mouth expressions. As can be seen in Figure 
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No The 
Advertising 
Contexts 
Explanation 
16, the woman bites her lower lip. Yet, biting lips have a few different 
meaning. It depends on the context. Figure 16 implies that biting the 
lips can be flirtatious and sexy (see Figure 16 page 80). Moreover, 
Figure 17 depicts that the man’s lips are parted. Parted lips can be a 
strong flirting signal (see Figure 17 page 81). 
Furthermore, the eyes are the first thing that people look for in the face. 
Figure 18 illustrates they glance each other. It shows that there is an 
intimacy between them (see Figure 18 page 81). In addition, Figure 19 
presents that enlarged pupil can be an indicator that a person is 
interested in you (see Figure 19 page 82).  
Figure 20 presents that the closest font used for Durex’s logo is white 
Century Gothic. White is neutral. It is associated with purity and 
goodness. On the other hand, red is the dominant color used in Durex 
RealFeel version (see Figure 20 page 82). 
d. Situation Durex RealFeel version takes place in indoor situation. It sets in a 
private room. The room is decorated in modern design and is dominated 
in brown. The atmosphere is calm, quite, and warm (see Figure 28 page 
87). 
e. Co-text Durex RealFeel our firs condom with the real feeling of skin on skin. 
Search Durex RealFeel. Love sex Durex (see Figure 31 page 89). 
f. Inter-text Durex RealFeel reflects that condom is associated with sex life. 
Condom is a thin rubber covering which a man wears on his sexual 
organ during sex to prevent unintended pregnancy or to protect him or 
his partner against infectious diseases. 
g. Participants The sender is Reckitt Benckiser. The receiver can be anyone who 
watches the advertisement. The addressers are a man and a woman. The 
addressees are people who are sexually active and the second target is 
young adult in the age of 18-34 years old. 
h. Function The main function is to support the market promotion of Durex.  
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3. Durex Mad Dogs 
 
No The 
Advertising 
Contexts 
Explanation 
a. Substances Unlike the other advertisements which employ human as the talent, 
Durex Mad Dogs version employs three different colors dog-shaped 
condoms. They are alive as human. In addition, the only prop can be 
found is a pack of Durex condom (see Figure 7 page 73). 
b. Music and 
Pictures 
The advertisement sets in white background and features three different 
colors of dog-shaped condoms. At first, a dog-shaped pink condom and 
the blue one come to the screen. The dog pair continues to mate in 
various positions. Then, the third dog-shaped orange condom joins in. 
There is a suggestion of threesome among the dogs. The advertisement 
ends with the tagline “Get it on” shown across the screen and a pack of 
Durex condom jumps in next to it. The only sound is the squeaking of 
the three dog-shaped condoms rubbing together (see Figure 10 page 
76). 
c. Paralanguage In Durex Mad Dogs version, all the gestures indicate different sexual 
intercourse positions. Durex is more open to other sexual orientation 
that different from the normative notions of heterosexual (see Figure 21 
page 83). 
In addition, colors are used as a way of gendering the different sexes. 
The dog-shaped pink condom is the representation of female. 
Meanwhile, the blue one is the representation of male. Moreover, the 
dogs mate in animal instinct style. The male dog sniffs the female scent 
(see Figure 22 page 84). 
The third dog-shaped orange condom joins the pink and blue dogs. In 
this case, Durex plays with sexual orientation. The dog-shaped orange 
condom may represent as an individual who could be perceived as a 
man (see Figure 23 page 84). Furthermore, the probably closest font 
used for the tagline is blue Franklin Gothic Demi Cond. In many ways, 
blue presents the coolness of the sea and sky. It may raise the sense of 
security and trust in a brand. The background dominates in white (see 
Figure 24 page 85). 
d. Situation Durex Mad Dogs version takes place in a plain white background. The 
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No The 
Advertising 
Contexts 
Explanation 
background indicates that the focus of the image is on the three dog-
shaped condoms. The only sound is the squeaking of the condom 
rubbing together (see Figure 29 page 88). 
e. Co-text Get it on (see Figure 32 page 89). 
f. Inter-text Dogs play on the stereotypical and comical discourse of animal which 
have rampant sex. Therefore, it suggest that couple can have fun and 
pleasure in the bedroom just like the dogs represented and be safe at 
the same time. 
g. Participants The sender is Reckitt Benckiser. The receiver can be anyone who 
watches the advertisement. The addressers three different colors dog-
shaped condoms. The addressees are people who are sexually active 
and the second target is young adult in the age of 18-34 years old. 
h. Function The main function is to support the market promotion of Durex.  
 
4. Durex Performax 
 
No The 
Advertising 
Contexts 
Explanation 
a. Substances The talents in Durex Performax are a man and a woman. Meanwhile, 
the prop is a pack of Durex Performax condom (see Figure 33). 
1 2 3 
 
 
 
 
 
 
 
Figure 33. The Substances of Durex Performax 
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No The 
Advertising 
Contexts 
Explanation 
b. Music and 
Pictures 
 
1 2 3 
   
Figure 34. The Pictures of Durex Performax 
 
The advertisement features a white man and a curly haired woman 
coming out from the toilet quickly. They enter the same elevator. Both 
of them tidy up their clothes. Suddenly, the man moans loudly as he 
holds his sex organ. Surprisingly, the woman just smiles mysteriously. 
The advertisement ends with tagline “Durex Performax. Prolong your 
climax”(see Figure 34). There is no music played but the load moaning 
of the man. 
At the beginning, the audience sees that the man and the woman neaten 
their clothes. This clue gives a depiction of what they have done in the 
toilet. It is possible that sexual intercourse has happened between them. 
Then, as the elevator moves up, the man holds his sex organ. He moans 
loudly as he experiences something pleasant. Through the visual 
displayed, Durex succeeds in figure out the benefits of Durex 
Performax condom.  
It is clear that the man can feel the longer climax of sexual pleasure. 
Durex Performax is a condom designed to help a man prolong sexual 
performance. The condom contains a climax control bead in the 
reservoir tip which can be activated by body heat.  
c. Paralanguage Smile indicates happiness and a friendly attitude. There are two main 
types of smile. They are the genuine smiles and the forced ones. As 
depicted in Figure 35, the woman shows the genuine smile. A genuine 
smile involves the whole face including the eyes, the mouth, and many 
facial muscles. The most visible sign of genuine smile is the tightening 
around eyes. There are two kinds of muscles that are involved in the 
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No The 
Advertising 
Contexts 
Explanation 
face. This theory is firstly recognized by French physician named 
Guillaume Duchene. In genuine smile, one type of muscle, namely the 
zygomatic major muscle is responsible for enlarging the cheeks and 
exposing the teeth. The second muscle, namely the orbicularis oculi 
muscle contracts and forms wrinkles on the outer edge of the eyes. 
Basically, the eyes close up as the cheeks move up. 
On the other hand, the forced smile only uses the muscles around the 
mouth. The top half of their face remains virtually unchanged (see 
Figure 35). 
  
Genuine Smile Forced Smile 
 
 
Figure 35. The Paralanguage of Durex Performax 
 
As depicted in Figure 36, the pupils dilate as he moaning loudly. It can 
be an indicator of seeing or feeling something pleasant. In addition, 
when a person is surprised, their eyebrows are often raised. This 
typically happens as a part of opening the eyes wider. 
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Advertising 
Contexts 
Explanation 
1 2 3 
   
Figure 36 The Paralanguage of Durex Performax 
 
 
DUREX PERFORMAX. 
PROLONG YOUR CLIMAX 
Figure 37. The Paralanguage of Durex Performax 
 
In addition, the man and the woman wear formal style. It represents 
that they work in an office. The closest font used for the tagline is 
white Mongolian Baiti. White is neutral. It is associated with purity, 
goodness, cleanliness, and chastity (see Figure 37). 
Moreover, Figure 38 depicts that the advertisement firstly takes place 
in a toilet. Figure 38 shows the most type of washroom sign. Typically, 
the male sign is like a classic gingerbread man. Meanwhile, the female 
sign is like a classic gingerbread wearing skirt. Even though there 
many women who rarely wear skirt, they understand the sign.  
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No The 
Advertising 
Contexts 
Explanation 
1 2 
  
Figure 38. The Paralanguage of Durex Performax 
 
 
d. Situation The advertisement sets indoor situation. The advertisement takes place 
in an office. At the very beginning, the advertisement sets in toilet. 
Then, the advertisement takes place in an elevator till the end of the 
advertisement. (see Figure 39). 
 
1 2 3 
   
Figure 39. The Situation of Durex Performax 
 
e. Co-text  
The co-text is Durex Performax. Prolong your climax (see Figure 40). 
 
Figure 40. The co-text of Durex Performax 
 
f. Inter-text Condom is associated with sex life. Condom is a thin rubber covering 
which a man wears on his sexual organ during sex to prevent 
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No The 
Advertising 
Contexts 
Explanation 
unintended pregnancy or to protect him or his partner against infectious 
diseases. 
g. Participants The sender is Reckitt Benckiser. The receiver can be anyone who 
watches the advertisement. The addressers are a man and a woman. 
The addressees are people who are sexually active and the second 
target is young adult in the age of 18-34 years old. 
h. Function The main function is to support the market promotion of Durex.  
 
5. Durex Synchronizing Pleasure 
 
No The 
Advertising 
Contexts 
Explanation 
a. Substances The only talent is unknown person who plays the turntables. 
Meanwhile, the props which can be identified are turntables, a pack of 
Durex Performax Intense condom, two vinyls; pink and blue, and a 
wooden table (see Figure 41). 
1 2 
  
Figure 41. The Substances of Durex synchronizing pleasure 
 
 
b. Music and 
Pictures 
Durex launches Durex Peformax Intense in UK in the lead up to 
Valentine’s Day. The advertisement shows two turntables: pink vinyl 
and blue vinyl. Each vinyl plays Marvin Gaye’s Let’s Get It On at 
different speeds. Pink vinyl plays slower than the blue does.   
The DJ makes the pink vinyl faster and the blue one slower. The 
turntables become synchronized with each other and play the track 
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No The 
Advertising 
Contexts 
Explanation 
coherently. Then, the taglines “Speeds her up” appear in the pink vinyl 
and “Slows him down” in the blue one (see Figure 42-43). 
The visuals provided explain a lot. This advertisement is created by 
Euro RSCG and directed by Si & Ad. This advertisement intends to 
emulate the properties of new Durex product which is described by RB 
as “speeds her up slows him downs”.  
Moreover, the pink vinyl plays slower than the blue does. There is an 
old stereotype that men come first and women come slowly. 
Intercourse is the most real or true form of sex. Thus, Durex comes to 
the audience with a truly unique product. Performax Intense is the first 
condom designed to aid mutual climax between couples. 
 
1 2 
  
Figure 42. The Pictures of Durex synchronizing pleasure 
 
 
Figure 43. The Pictures of Durex synchronizing pleasure 
 
A Motown classic entitled Let’s Get It On is used as original 
soundtrack of Durex Performax Intense version. Let’s Get It On is 
written by Marvin Gaye and Ed Townsend. It was released in 1973. 
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c. Paralanguage  
1 
 
Figure 44. The Paralanguage of Durex synchronizing pleasure 
 
As depicted in Figure 44, all the gestures indicate a person who plays 
the turntables. He tries to play the track coherently. He speeds up the 
pink vinyl, and slows down the blue one. This visual provides 
metaphor on how mutual orgasm is illustrated through the turntables 
and vinyls. Durex intends to depict an old stereotype that men come 
first and women come slower. This stereotype is successfully depicted 
through the use of the turntables and the vinyls which plays the track at 
different speed. 
 
Figure 45. The Paralanguage of Durex Synchronizing Pleasure 
 
People are told that pink is for girls and blue is for boys. Even though 
there is no such gender color symbolism. “Pink for girls and blue for 
boys” social norm is only set during the 20th century in United States. 
They cannot possibly stem from any evolved difference between boys’ 
and girls’ favorite colors. Moreover, the use of symbol male (♂) and 
female (♀) supports that the pink vinyl is female and the blue is male 
(see Figure 45). 
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Speed 
her up 
Franklin 
Gothic Heavy 
 
NEW 
PERFORMAX 
INTENSE 
Franklin 
Gothic Heavy 
 
love sex 
durex 
Century Gothic 
Figure 46. The Paralanguage of Durex Synchronizing Pleasure 
 
Based on the type face, there two different fonts used in this 
advertisement. The closest fonts used are Franklin Gothic Heavy, 
Century Gothic (See Figure 46).  
d. Situation The advertisement takes place in indoor situation. The ad sets in a 
room. The turntables are place on wooden table (see Figure 47). 
 
Figure 47. The Situation of Durex Synchronizing Pleasure 
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e. Co-text The co-texts are found both in the beginning and in the end of the 
advertisement (see Figure 48). 
 
 
  
Figure 48. The co-text of Durex synchronizing pleasure 
 
 
f. Inter-text A disc jockey (abbreviated DJ) is a person who plays recorded music 
for audiences.  
g. Participants The sender is Reckitt Benckiser. The receiver can be anyone who 
watches the advertisement. The addresser is an unknown who plays the 
turntables. The addressees are people who are sexually active and the 
second target is young adult in the age of 18-34 years old. 
h. Function The main function is to support the market promotion of Durex 
 
6. Durex Snail  
 
No The 
Advertising 
Contexts 
Explanation 
a. Substances Durex Snail version features a snail-shaped rubber as the talent. There 
is no prop can be identified (see Figure 49). 
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1 2 
  
Figure 49. The Substances of Durex snail 
 
 
b. Music and 
Pictures 
Durex Snail version is created by McCann Erickson Manchester 
advertising agency. This advertisement features a snail-shaped condom 
slowly making its way across the screen. In the middle of its way, the 
snail-shaped condom stops and stares for a while.  The ad ends with the 
tagline “Durex Performa. The delay condom” (see Figure 50). 
 
 
 
Figure 50. The Pictures of Durex snail 
 
The pictures clearly give clues of the snail-shaped condom meant. The 
snail-shaped condom emphasizes the benefits of Durex Performa 
condom. This variant condom allows the customer to take their time as 
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No The 
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much as a snail does. Durex Performa is a condom that contains a 
special lube, namely Benzocaine inside the sheath. It helps delaying 
climax and prolonging the duration of the sexual activity. Durex needs 
to communicate this benefit in a simple and memorable way. 
c. Paralanguage The movement of the snail-shaped condom indicates slow motion. The 
slow motion simply illustrates the way this variant condom can delay 
the climax (see Figure 51). 
 
1 2 3 
   
Figure 51. The Paralanguage of Durex snail 
 
The closest fonts used for the tagline are White Century Gothic and 
white Arial. White is neutral. It is associated with purity, chastity, and 
cleanliness. In addition, blue dominates this advertisement. It presents 
tranquility, truth, dignity, and power. (Figure 52). 
 
 
durex 
 
Century Gothic 
 
performa. 
The delay 
condom 
Arial 
Figure 52. The Paralanguage of Durex snail  
 
 
d. Situation This advertisement takes place in a plain white background. The 
background indicates that the focus of the image is on the snail-shaped 
condom (Figure 53). 
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Figure 53. The Situation of Durex snail  
 
 
e. Co-text The co-text found is the tagline: Durex Performa. The delay condom 
(see Figure 54). 
 
 
Figure 54. The Co-text of Durex snail version 
 
 
f. Inter-text Snail is a small creature with a soft wet body and a round shell that 
moves very slowly. 
g. Participants The sender is Reckitt Benckiser. The receiver can be anyone who 
watches the advertisement. The addresser is a snail-shaped condom. 
The addressees are people who are sexually active and the second 
target is young adult in the age of 18-34 years old 
h. Function The main function is to support the market promotion of Durex. 
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7. Durex Protection 
 
No The 
Advertising 
Contexts 
Explanation 
a. Substances The talents are four husbands with their children. Meanwhile, there are 
many props which can be found. They include a set of barbeque grill, 
toys, a set of stick golf, toy rake, car, books, a set of computer, lamp, 
table, chair, sofa, a cup of coffee, headphones, and pillows (see Figure 
55). 
 
 
 
 
Figure 55. The Substances of Durex Protection 
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b. Music and 
Pictures 
 
1 2 
  
3 4 
  
Figure 56. The Pictures of Durex Protection 
 
Durex Protection is produced by Supply and Demand and is directed 
by Paul Santana. Supply and Demand is recognized for integrating 
production, editorial, design, and animation to create content for client 
in broadcast, digital, film, TV, music video, and branded entertainment. 
It is based on UK.  
The advertisement begins with a miserable looking father watching 
sausages burn on a barbeque. He looks back to his wife who screams at 
his squabbling children. The children are busy flinging water at each 
other before turning back to the grill. Things take a turn for the worse. 
His son whacks him in the face with a plastic sword while another 
hoses him and the barbeque with a water pistol. Then, the toy is thrown 
and hitting him painfully in his sex organ.  
Father number two arrives home.  He finds his beloved golf clubs is 
wrecked.  As he turns away with his sad-faced, he treads on the end of 
a toy rake which springs up and whacks him in his genital organ.  
Then, third father who is trying to work from home, hindered by his 
small son. His son climbs up his chair and smack him on the head 
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making him drop his coffee. The scalding coffee and cup drop straight 
onto his lap. The last father attempts to relax and watch TV while his 
children are indulging in a pillow fight around him. Giving up, he puts 
on his headphones and lies back to relax. Yet, unbeknown to him, his 
son has scaled the side of the sofa and launches himself straight in his 
sex organ. The ad ends with the tagline “Durex protects yoursefl” (see 
Figure 56). 
 
Overall, the visuals explain a lot. From the very beginning the audience 
might think that having many children is not rewarding at all. This part 
clearly depicts that all fathers get in troubles because of their children.  
In depth analysis, Durex seemingly reminds men about the 
consequences of not having a safety intercourse. At first, Durex may 
try to warn men that unintended pregnancy can led them into trouble. 
On the other hand, Durex tries to figure out that sexually transmitted 
diseases such as AIDS, gonorrhea, and syphilis also threat them. These 
sexually transmitted diseases are illustrated through the children which 
attack their fathers’ genital organ. Thus, Durex convinces the audiences 
that condom can prevent them from unintended pregnancy. Further, the 
most important issue is condom can reduce the risk of sexually 
transmitted disease infection. The music which masterfully drives the 
scene is Beethoven’s Piano no 14, also known as the Moonlight 
Sonata. 
 
c. Paralanguage  
  
Figure 57. The Paralanguage of Durex Protection version 
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As depicted in the figure 57, their facial expression and gesture indicate 
a flush of anger.  The man and the woman push away their frustration 
and throw their hand up in the air.  
 
 
Figure 58. The Paralanguage of Durex Protection version 
 
Eyes send many different non-verbal signals. As depicted in Figure 58, 
the eyes are looking down and to the right. It indicates that this man is 
attending to internal emotions. Furthermore, he also runs his hand 
through his hair. Thus, it can be said that in Figure 58, the man looks so 
frustrated. Furthermore, this gesture is also done when someone is 
undergoing any kind if mental discomfort that result from engaging in 
any kind of difficult situation. 
 
1 2 
  
Figure 59 The Paralanguage of Durex Protection 
 
As can be seen in Figure 59, the man is frustrated. Closing eyes can be 
an indicator to show frustration. Closing eyes is unconscious 
assessment when people do not want to see the bad situation around 
them.  
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In addition, the fonts used are white Century Gothic and white Stencil. 
Black dominates the color of this advertisement. Black is dark and is 
generally associated with the sense of mystery. Employing black and 
white, Durex tries to present the image of seriousness and truthfulness 
(see Figure 60). 
 
 
durex Century Gothic 
 
PROTECT 
YOURSELF. 
Stencil 
Figure 60. The Paralanguage of Durex Protection 
 
 
d. Situation The ad takes place in indoor and outdoor situation. The indoor situation 
set in living room. Meanwhile the outdoor situation sets in backyard. 
The atmosphere is so somber and gloomy (see Figure 61). 
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Figure 61. The Situation of Durex Protection 
 
 
e. Co-text The co-text appears in the end of the advertisement. The co-text is 
“Durex. Protect yourself” (see Figure 62). 
 
Figure 62. The co-text of Durex Protection 
 
 
f. Inter-text Condom is associated with sex life. Condom is a thin rubber covering 
which a man wears on his sexual organ during sex to prevent 
unintended pregnancy or to protect him or his partner against infectious 
diseases. 
g. Participants The sender is Reckitt Benckiser. The receiver can be anyone who 
watches the advertisement. The addressers are four husbands with their 
children. The addressees are people who are sexually active and the 
second target is young adult in the age of 18-34 years old. 
h. Function The main function is to support the market promotion of Durex. 
 
 



